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Everybody 
IN TOWN... 


is reached by the local pape: 

















Nobody worth communicating with is omitt 
The business man, the farmer, the mechanic, t 
tradesman, all the women and children ; in fact, t 
entire town reads the paper which labors so 
cessantly for their mutual interests. 


Nothing does, nothing can take its place. 


g 
stands alone—unique and impregnable. 

To reach a million families every week in tl 
towns and villages of the New England, Midd 
and Atlantic Slope States is a big thing. 

It is a very easy thing to accomplish. 

One order, one electro does the business 
conjunction with the 1,600 local papers of t 
Atlantic Coast Lists. 


Our new 60-page Catalogue, full of information, sent 
post-paid to parties seeking information relative to 
country advertising. 


Atlantic Coast Lists, 
. 134 Leonard Street, New York. 
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HOW TO READ AND MARK PROOF.* 


A DESK-MANUAL FOR ADVERTISERS, 


Proof-readers’ marks are corrections indicated for the 
printer, on proof-sheets, which may be said to consist of two 
parts: 1. The body of type, which is to be corrected, and 
2. The broad white margin, on which the corrections are 
marked. ‘The technical marks employed to correct errors by 

ympositors have been the same from the infancy of the art of 
rinting until the present day, and by long use have approved 
emselves to all who read for the press. There are few in- 
lustrial occupations demanding more exacting application than 
proof-reading. ‘There can be none in which wide reading and 
general knowledge are more useful. But qualities more than 
these are required to make a good proof-reader. In the first 
place, a practical knowledge of the whole of the art of print- 

g is almost a sine gua non. ‘The discernment of bad style, of 

vrong use of type, and a myriad matters also, can only be ac- 

iired by long practical training in a printing office. Herea 
roof-reader’s “work is long, trying to the ‘ and exhaustive 
f nervous energy, even if it be well paid. Many a scholarly 
ian at such a task might exclaim with one poetic corrector : 
“Oh, but to ‘de/e’ work! 
» ‘transpose ’ toil for rest! 
To ‘make up’ life’s remaining years 
On smiling Nature’s breast ! 
A ‘space’ of time to join the ‘ chase,’ 
Some ‘quoins’ to see me through ; 
A short ‘fat take,’ at least, I want— 
A few small ‘notes’ might do.” 

It would tax the limits of a booklet, and transgress the 
ovince of a technical work, to attempt to explain all the de- 
ls of the art of printing under the present title. Necessa- 
y required to be understood by a practical and _ professional 
of-reader, they are outside the province of the author or 
isiness man finally revising proof for the printer. In such 
ise the matter has, in most instances, already passed through 

hands of an expert proof-reader before it reaches the 
ithor. The latter, desiring to make further changes or cor- 
ctions, requires merely such a superficial knowledge of proof- 


*Copyright 1897, by the Werner Co., Akron, Ohio, publishers of Se/f Culture. 
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reading and a familiarity with the technical signs, symbols, ab 
breviations and contractions employed as will enable him t 
express his desires in form intelligible to the printers charge 
with giving effect tothem. For such a one this booklet an 
its sample proof-sheets are intended. 

. A proof comes from the printer in “galley” form, havin, 
in the top right-hand corner its consecutive number, and wit 
it printers usually send printed directions to non-profession 
proof-readers, in terms like the following : 

1. Read carefully, ESPECIALLY for errors in NAMES, 

DRESSES and technical words. 
2. Return the ORIGINAL copy with the proof. 


3. Write on proof order for NUMBER OF COPIES WANT! 
not already given. 

4. Mark “O.K.” or “O.K. with alterations,’ 
may be, signing your name, so we may know proof has reac 
the proper person. 

5. Don’t send verbal explanations by message-boy whe! 
is possible to write them. 

An observance of these-few hints will prevent most of 
errors likely to occur. 

Such a proof-sheet as the Specimen No. 1, on page 
necessarily has to carry far more errors than usual in any we 
composed or corrected proof reaching an author, in order t 
exhibit the methods of correction. Proceeding to consid: 
and correct the errors in sequence and detail, it may be r 
marked, in the first place, that there are two general classes of 
correction-marks: 1. ‘Those marked in the body of the type 
to point out the exact location of any needed correcti 
2. Those written in the margin, to show the nature of the co: 
rection desired to be made. In their turn, each of these i 
subdivided ; the marks inserted in the type comprisi 
a. Strokes drawn through letters, words or marks of punctu 
tion; 4. Carets and inverted carets; ¢. Horizontal curves ; an 
@. Underscoring with lines and dots. The signs used in th 
margin may be, classified as: e. Words, letters, punctuati 
etc., that are intended to take the place of errors in the ty; 
or to supply omissions; /. Abbreviations of such terms 
‘“‘transpose,” “wrong font,” etc., words which indicate to t 
compositor the kind of error that has been committed ; a 
g. Certain conventional signs which have come down from t 
early davs of the art of printing. ‘These two classes of sis 
should always be used in conjunction. Every error marked 
the type must have a corresponding mark in the margin, to at 
tract the compositor’s attention. No mark should be made 
the margin which has not some corresponding mark in t 
type. But the two classes of marks must be kept in the 
proper places. In the type are to be placed on/y those marks 
which indicate the place at which an error has been mad: 
The margin is reserved for marks denoting the nature of th: 
desired correction. 
Though the errors which are possible of occurrence in the 


’ as the c: 
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setting of type, whether from poor copy or careless or incom- 
petent compositors, are numerous, all, or nearly all, of them 
may be classified and arranged under the following heads : 
1 The need of insertion of new or omitted matter; 2. The ex- 
uunyging or striking out of letters, signs, or matter improperly 


userted ; 3. The substitution of other letters, signs, or matter 


i 


NO. I.— UNCORRECTED PROOF, 
SPECIMEN-SHEET 


a 
POETS, SAGES, WARRIORS. 


wh Lh Historian erie 
- 

Sage of Concord (The), RatpH WALDO EMER 
son, Boston, United States, author of JZiterary 
Ethics (1838), Poems (1846), Representati Men 
(1850), Luglish Traits (1856), and numerous other 
works (1803-1882) 


‘In Mr. Emerson we have a poet and a profoundly relig- 


ious man whois really and entirely undaunted by the 


discoveries of past, present, or prospective, . = 


his case, poetry, with the joy of a bacchanal, takes her 
graver brother science by the yand, and cheers him with 
immoral lauzhter. 

By Emerson scientificconceptians are continually trans- 
muted into the finer forms and warmer lit f an ideal 
world.’”’ PrRort ) NI bea nts of Science. ‘‘No 
one who has conve i with the Sage oncord can 
can wonder at the | vhich his 1 bors feel for him, 
or the reverence is regarded |} he scholars Of England 

» \ A A J A , th 
and America. \ paper B phical Sketch, May, 1879. 

Sage of Monticello (7%), Thomas Jerrrr- 
son, the third president of the Uneted States, 
whose country seat was at Monti cello. 

As from the grave where Henry sleeps, 
From Vernon's weeping willow, 


As from the grassy pall which hides 


The Sage of Monticello, 
* * * *% - ~*~ 
Virginia, o’er thy land of Slaves, 
A warning voice is swelling 
WHITTIER, Voi f Frecdcii (1835). 


the place of errors; 4. Transposition; 5. Inversion ; 
Spacing 
The errors, and method of correcting them, are illustrated 
plate No. 2, which will be found on page 7. In the explana- 
n which follows the numbers which stand at the heads of 
iragraphs refer to the corresponding numbers in the plate. 
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EXPLANATION OF THE CoRRECTIONS. Line 1. The cen 
tering of a heading. /n the type: The sign ], draw: 
approximately where the end of the heading should com: 
with the open side or the sign towardthe type. Jn / 
margin: The word ‘‘center.’’ 

Line 2. The use of an ornaiment too small to confor: 
togood style. /x the type: A horizontal line under the orn 
ment. /2 the margin: The words ‘‘ larger ornament.’’ T! 
use of an ornament in line 5 requires a distinction in siz 

Line 3. The use of a heading too small in type-size, 
proportion to the size of the page. J the type: The ty; 
underscored by a single horizontal line. Jn the mars 
The word “ larger,’’ or specific and technical description 
the size and face of type desired,— for the latter a know! 
edge of printing is necessary. 

Line 4. Italics to Roman. Jn the type: One line und: 
the words to be changed. J/x the margin: The abbrevia 
tion ‘‘ Rom.”’ 

, Line 6. Change of font. Jn the type- A stroke unde: 
or through the letter or werd to be changed. Jn the margi) 
The abbreviation “w.f.”’ (“wrong font”). ‘Ihe letter g in t 
word Sage is lighter-faced than the other letters, as will | 
seen by comparison. 

Roman to Italics. Jn the type: One line under the wor 
to be changed. Jn the margin: ‘The abbreviation “ Ital.” 

The insertion of an omitted hyphen. Jn the type: A 
caret, A, at the point where the correction is desired. /x 
the margin: A hyphen between slanting strokes; thus,/ 

Lines 7-8. The insertion of an omitted ‘‘lead.’’ Jn the 
type: A caret, <, the apex pointing between the lines 
where the lead has been left out. Jn the margin: The 
abbreviation ‘‘Id.,’’ for lead, written in the angle of the 
caret. 

Line 9. The substitution of a perfect for a defective ( 
type. Jn the type: A line under or through the defective 
letter. J the margin: A small cross, x. 

Line 10. The insertion of an en-dash instead of 
hyphen between connected and inclusive dates. /n / 
type: Astroke through the hyphen. Jn the margin: A 
en-dash ‘between slanting lines; thusA/% For great 
certainty as to the kind of dash desired, most pro 
readers write ‘‘en-dash”’ as well. 

The insertion of an omitted period. Jn the type: 
caret, A, at the place of omission. Jn the margin: A peri: 
encircled by a ring; thus, © 

Line 11. Indenting fora paragraph. Jn the type: 
caret, A, at the place where the indentation is to be mad: 
In the margin: A square,O. Another marginal sign fi 
a paragraph is made thus: ©. 

Lines 11-12. The wrong division of a word. Jn ¢/ 
iype: A stroke through the letters out of place and : 
caret, A, where they should be inserted. Jn the margin 
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The dele, or Sign of omission, 3 (the de/e—a Latin imper- 

ative meaning ‘‘ destroy ’’— is madeina variety of ways, 

all resembling, in some degree, the Greek letter 9), and 

the expunged letter or letters written opposite its appro- 
priate line, followed by a slanting stroke. 

Line 12. The correction of improper spacing between 


.—PROOF-SHEET AS CORRECTED BY PROOF-READER, 


SPECIMEN-SHEET. | Linker 


- Aargr crnam ne 


POETS, SAGES, WARRIORS, /2“05 us 
(Uniform with The Historians Series.) ‘Rom. 
Ma ; 
Sage of Concord (The), RALPH WaLpo Emer, hed. 
son, Boston, United States, author of Literary aa 
Ethics (1838), Poems (1846), Representative Men 
9) (1850), English Traits (1856), and numerous other 


»} works (1803/1882), 








% 
O 


} 
Ir In Mr. Emerson we have a poet and a profoundly Mp: 4 
12 lous man who is really and“entirely undaunted“ by«the “ “ ° 


13| discoveries of€past, present, or prospec tives @ciencep In Oy / 


14| his Jcase, poetry, with the joy of a Pacchanalmtekes her y/’ 
15 | graver brother science by the yand, and cheers him with tC) 
16 | immogal laughter.) . 
17 y Emerson Scientificconceptions are continually trans- # 
18 | muted into the finer forms and warmer lines of an ideal - 
19 | world.’’ 4 PROFESSOR TYNDALL, Fragments of Science. i‘ No Ds 
20} one who has conversed with the Sage of Concord <a S 
joe can wonder at the love which his neighbors feel for him, SLL2 


Fthe reverencevis regarded by the scholars of EAgTanc 


Tune 


> 
1 
> 


3 | and America. —Newsff per Biographical Sketch, May, 1879. —— 


/ 
Y 


/ 


4| Sage of Monticello (7%), Thomas Jerrer- 4.2 


|SON, the third president of the Unfted States, é/ 
whose eountey seat was at Monti cello. — 
ads from the grave w here Henry sleeps, 
From Vernon’s weeping willow, 
As from the grassy pall which hides * 
a . c > : —_ 
The Sage of Monticello, , “ere 
< " ~ * S ) 
Virginia, o’er thy land of Slaves, he. »” 
A warning voice is swelling.a V 
WHITTIER, Voices of Freedom (1835). 





vords or letters. JS the type and margin: Inverted 
irets, VV V. 
Line 13. A transposition desired. mn the type: A cir- 
cle is thrown about the word, and a line carried between 
e type lines to a caret at the point where the insertion 
to be made. xz the margin: The abbreviation “tr. 
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To transpose two words. /n the type: A line passed 
over the first word and under and around the second. /;, 
the margin: The abbreviation ‘‘tr.’’ 
Ei ransposing letters. Zz the type. A line under the letters 
to be transposed. /z the margin: The abbreviation ‘‘t1 
Changing the order of several words. J/n the typi 
Numbers placed over the words to be transposed, so as 
indicate the order in which they are to be arranzred = /i 
the margin, The abbreviation * tr.”’ 
In transposing letters a curved line 
passed above the first and below the second. 
Change of punctuation. Comma to period. J/z ¢/ 
fvpes A stroke through the comma. 7x the margin. A 
period inclosed in a circle. Period to comma = /n 7¢/ 
‘vyfe A stroke through the period. /x the margi 
comma, followed by a slanting stroke. 
Line 14. Depressing a space. /2 the type: A line 
through the space. / the morgin. A vertical dash rest- 
ing on a shorter hortsontal dash (or semicircl 
| |. (Spaces and quads (or quadrats) are pieces of 
type-metal used to space out the lines of type. Although 
not as high as the picces bearing the type-faces, they 
sometimes are clevated so as to appear in-the proof.) 
Change.of type. Lower-case to capital. /u the tr 
\ stroke through the letter to be changed. Za the maryi 
The abbrevjation ‘‘cap,’’ or the letter with three lines 
thereunder and a slanting line; thus, 3/. (Small letters 
are called, by printers, lower-case letters; capitals and 
small capitals, upper-case letters. A change from upper 
to lower case‘is indicated by underscoring once the word 
in the type and writing the abbreviation ‘‘l.c.’’ in the 
margin. The common method of indicating a change fron 
a lower to an upper-case letter is to draw 4a line through 
the letter in the type, wr to place in the margin the same 
letter underscored twice for- small-capitals and thrice for 
capitals. See also line 24.) 

Liners. Aletterinverted. /n the types A stroke under 
the inverted letter. § /7 t#e margin: The inversion-sign, 9 

Line 16. The insertion of an omitted letter. /v // 
wie: Acaret, A, showing the point.at which the letter is 
be supplied. /z the margin: The omitted letter, followed 
by a slanting line 

Lines 16-17. Two separate paragraphs to be united in 
one. Jn the type: A curved line drawn from the end of 
the first paragraph to the beginningof the second. x the 
margin: ‘‘No §.’’ The words ‘‘runin”’ are also, and fre- 
quently, used. 

Line 17. Insert space between words. Jn the type: 
caret, A, or slanting stroke, /, between the letters to be 
separated. Js the margin. The sign #. 

Line 19. The insertion of anem-dash. J the type: A 


is sometimes 
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caret, A, at the place where the omission is to be supplied. 
In the margin: An em-dash between slanting lines; 
thus 47. 

The commencement of a fresh paragraph. Jn the type: 
The sign [, marked where the paragraph should begin, 


NO. 3.— CORRECTED AND REVISED PROOF. 


SPECIMEN-SHEET. 


~ 


POETS, SAGES, WARRIORS. 


[Uniform with the Historians Series. ] 
e 


Sage of Concord (7%), RALPH WALDO EMEr- 
son, Boston, United States, author of Literary 
Ethics (1838), Poems (1846), Representative Men 
(1850), English Traits (;856), and numerous other 
works (1803-1882). 

“In Mr. Emerson we have a poet and a profoundly re- 
ligious man, who is really and entirely undaunted by the 
discoveries of science, past, present, or prospective. In 
his case, poetry, with the joy of a Bacchanal, takes her 
graver brother science by the hand, and cheers him with 
immortal laughter. By Emerson, scientific conceptions 
are continually transmuted into the finer forms and 
warmer lines of an ideal worM.’’— PRoressoR TYNDALL, 
Fragment t Science. 

‘*No one who has conversed with the Sage of Concord 
can wonder at the love which his neighbors feel for him, 
or the reverence with which he is regarded by the scholars 
of England and America.’’— Newspaper Biographical Sketch, 
May, 1579- 

Sage of Monticello (7%), THomas JEFrreR- 
son, the third President of the United States, 
whose country seat was at Monticello. 

‘* As from the grave where Henry sleeps, 
From Vernon’s weeping willow, 
And from the grassy pall which hides 
The Sage of Monticello, . 
Virginia! o’er thy land of slaves 
A warning voice is swelling.”’ 
WHITTIER, Voices of Freedom (1835). 





with the open side of the sign toward the trend of the type. 


In the margin: The sign %. 

Line 20. The elision of a repeated word, called a 
‘‘doublet.”’ Jz the type: A stroke drawn through one of 
the words constituting the doublet. /n the margin: The 
dele-mark, O- 

Lines 21-22. To take out a lead improperly inserted. 
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In the type: A caret,>, between the lines, with the apx 
pointing away from the lines in question. In the nai 
The dele-mark, §,'and the abbreviation ‘ Id.’’ (4 1d.). 

Line 22. The insertion of an omitted clause. /7 
tvpe: A caret, A, showing the point at which the wor 
are to be supplied. Jz the margin; The omitted claus: 
from which is drawna line to the caret in the type. 

When the omitted passage is so long that to rewrite it 
in the margin would be a waste of time, the printer is 
referred to the original manuscript. In such case a caret 
is placed in the type and the words ‘‘out, see copy, page—"’ 
(giving the folio of the copy), or ‘‘ out, s.c.,’’ are written 
in the margin. In the manuscript the omitted words 
should be inclosed in brackets, preferably with a colored 
pencil, and ‘‘out’”’ written at the place of omission. 

Lines 22-23. Straightening crooked lines of type. Jx 
the type: The depressed words or letters inclosed by par- 
allel lines. Jn the margin: Short parallel lines, with their 
ends pointing toward the type, 

Line 23. The elision of a hyphen between words and 
the closing up of the improperly compounded word. /#/ 
type: A slanting line drawn through the hyphen, with 
the sign <, close up, above and below. Ju the m 
The double mark, 3. 

Line 24. The changing of lower-case to small capita 
In the type: Two lines under the words to be changed 
the margin: The abbreviation’ ‘‘s. caps.,’’ or *‘sm. caps 
See also line 14. 

Line 25. The capitalization of a letter. Zn the type. A 
slanting line through the letter. /7 (he margin: The cay 
ital letter desired, with three lines drawn under it an 
followed by a slanting line; thus 2/. 

The substitution of one letter for another. dn the ty 
A stroke through the letter. Jn the marg The nA 
which is to be subStituted for that in the ak: digo 
by a slanting line. (The slanting line serves both t 
attract the printer’s eye and to separate one letter or word 
from another, in case two or more corrections are made | 
the same line of type.) 

Line 2g. The uniting of improperly separated parts « 
a word. Jn the type: Horizontal curves, —, inclosing t 
separated parts. /n the margin: Horizontal curves, 

The rest6ration of a word which has been stricken out 
In the type: A line of dots under the word. /7 the marg 
The Latin word s/e¢ (‘‘ let it stand "’). 

Line 27. The insertion of quotation-marks, or in 
verted commas. /v the type: A caret, A, at the point wher« 
the quotation-marks, or inverted commas, 2re to be in 
serted. /z the margin: Quotation-marks, or inverted 
commas, in an inverted caret,W. (The inverted caret 
serves to distinguish the apostrophe from the comma. 














I 
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Soinetimes an inverted caret is used in the type as well as 
n the margin.) 

Line 29. A dirty or ‘‘filled”’ letter. /2 the type: A 
troke under the defective letter the margin; A small 
oss, X. 

Line 30. The insertion 
nd of line 30 


of three spaced periods at the 
, instead of the line of asterisks in line-31, 
» mark an intentional hiatus, or omission. /7 thetypfe: A 
ne through the asterisks. /7 gin. Line 30, three 
paced periods in a ring; line 31, the e-mark, 9. This 

teration is one made for style and neatness. 

Line 32. The substitution of anexclamation-mark for 

comma. J/z the typ A slanting stroke through the 
mma. J/2 the margins An exclamation-point in an in- 
verted caret. 

Line 33. The insert apostrophes at end 
tion. Se@line 26, an/ 
The page, when mark 

proceeds to make 

of when corre: eal he mpositor is usually 
1 by time for making correctio nd a serious item of ex- 
se will be incurred by numerous or unnecessary alterations, 
some Offices a ring or lrav yund the marginal 
irk of an error which i j 


shows the 


2 fault 1e Compositor 
A few general suggt 

The question of the \ n words into syllables 
should be settled by referen 


licti ry As a rule, not 
nore than three syllabic diy ns are ved in consecutive 
nes, unless, in very narro\ lumns, ore are absolutely 
evitable. ; 


In cases of 


Dt, TIKE . a > mae I ve corrected 
nd rewrite it 1 he n I i 


ype 


he logotypes fi, fi, are used 11 y f the sepa 
rs fi, ffi. When @ is des i a it is indicate¢ 
ntal line or cu above wo letters. 
he following errors are som difficult of detection 
Changes of font, when the type the two fonts are mucl 
- * Inversion of s and e 


1, b and p, for u, n, q and d, respect 


NOTIZ 


irrence of inverted 
can be learned only by experience 
ferences are in the shay e of the letters, the 
ckness or blackness of the lines, a1 » size of the face. 

Inverted s and x may be dete: y the fact that the 
wer part of these letters is slightly larger than the upper part 
Ihe main differ 
erted q, d and invs 
rifs which start at 
ese letters. For example, in > serifs, or projections, at 
e bottom of the letter - n t of the prongs 

legs.” In but one side. 


if 


nces between n and inverted u, b and 1n- 
rted p, lie in the projections called 
right angl ron é or stems of 


u the projections are 
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The differences in the other pairs of letters will be readily de- 
tected upon examination. 

Other inversions for which it is well to be watchful 
those of the letter o, the cipher, the period, the comma and 
the colon. 

The spacing of the punctuation requires some care: 
notice that the comma follows immediately the preceding 
word, but is separated by a slight space from the word that 
follows ; that the semicoion and colon stand a little way off 
from the preceding word; that the period is followed by a 


are 








considerably greater space than the other points. 
Type is set either “solid,” that is, without spacing be- 
tween the lines, or “ leaded,” that is, with the lines separated 


by thin strips of type-metal, known as “leads.” 


When but one 


“lead” is used between each pair of lines, the type is said to 
be “single-leaded”’; when two “leads” are used, the type is 


said to be “ double-leaded.” 
kinds: 1. 


are not needed. See lines 7-8, 


21-22 


Errors in leading are of two 


Omitting leads ; and 2. Inserting them where they 


ante. 


Ses 


Words may be carried tp or down, to the right or left, by 
means of brackets placed about the words and repeated in the 


margin. 


The significance of the brackets is as follows: ]} 


means “carry to the right"’; [ means “carry to the left”; ™ 


“move up” ; 


_» Means “*move down. 


, 


Corrections are made in the margin nearest which they 


occur. 


If the corrections are numerous, it is well to draw 


lines from the marks in the type to those in the margin. 
The bibliography of proof-reading is that of the art of 


printing, of which it forms a part. 


Mention may be made of 


A. N. Sherman’s Printers’ Manual (1834); MacKellar’s Amert- 
can Printer ; The American Dictionary of Printing and Book- 


binding ; 


William Blades’ Pentateuch of Printing ; 


Marshall 


T. Bigelow’s masterly Handbook of Punctuation (1890); and 
John Wilson’s exhaustive 7reatise on Punctuation (1864). 


SHOE STORE ADVERTISING, 

In my experience I have found that the 
idea of advertising a single drive in shoes is 
an excellent one. The average shoe store 
cannot afford to advertise heavily as do big- 
ger stores in other lines ; but there is no rea- 
son why its advertising cannot be continual 
and profitable. A daily space in the local pa- 
per of about four inches is not an extrava- 
gant outlay for some shoe concerns where 
shoe competition is pretty keen and the 
town’s population fairly good sized. The ad 
should be changed constantly— each success- 
ive story should tell of a new shoe bargain 
in an interesting manner, or of an old shoe 
value dished up in new form. 

In Sunday's ad take, say, men’s russet 
leather shoes of the London toe variety. Get 
a cut, write acatch-line or two, then sail in 
on your description of this particular shoe. 
Display the name of the shoe and its price— 
let the rest of the body bein pica or non- 
pareil lower case. Have a paragraph at the 
bottom, about an inch deep, set in agate, 
spgaking in general about the completeness 
pe meen stock, the universal lowness in prices, 
Monday, come out with another story on 





another shoe. Let us suppose it is a womar 
dongola patent leather tipped button shoe 
Let the same idea on set-up and general ar 
rangement prevail here as in yesterday’s ad 
Tuesday you could speak of men’s bicycl 
shoes, and so on al! through the week, giving 
your readers fresh ads on fresh subject 
daily. If you can’t catch a buyer on Mor 
day’s ad, you may with Thursday's attempt 
At any rate, by a succession of ads on every 
shoe subject, you are likely in the course 
the week to cover almost every shoe desire, 
and this sort of advertising, if intelligently 
and persistently followed, with occasiona 
splurges at “‘clearance sale”’ times, will bring 
you in lots of trade.— ¥. Angus Mc Donald, in 
Brains, New York. 
oe - 

ORIGIN OF DEPARTMENT STORES 

It is said that the present department 
store system originated about forty years 
ago with the great dry goods firm of Todd 
Burns & Co., of Dublin. When A. T. Stew 
art visited Ireland about 1861 he examined 
the innovation closely, and began to intr 
duce some of the features in his New York 
store.— Michigan Tradesman, 
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TRADE-MARKS, 


That a good trade-mark is a valua- 
ble advertising adjunct goes without 
saying. 

The law governing the use of trade- 
marks is comparatively new, because 
only a few years ago trade-marks were 
practically unknown. Consequently 
exactly what can or cannot be regis- 
tered as a trade-mark is rather a foggy 
subject with most business men. 

Briefly stated, any word or set of 
words, or other sign or symbol, can be 
registered as a trade-mark if the per- 
son proposing to use it has the exclu- 
sive right to it, and if it has never 
been used before as a trade-mark (reg- 
istered or unregistered) for the same 
kind of goods. ‘ John Smith’s Baking 
Powder” cannot 
trade-mark, but ‘‘ John Smith's Blue 
Label Baking Powder” can be so reg- 
istered, provided it can be shown by 
reasonable evidence that the Words 
** Blue Label” were never before used 
to designate baking powder. The 
words ‘‘ John Smith’s” cannot be used 
as a registered trade-mark, because no 
John Smith has any exclusive right to 
the name. The same thing applies to 
any Christian name, surname or geo- 
graphical name. Hence the words 
‘* Belfast Ginger Ale” cannot be reg- 
istered, but ‘‘ Red Star Belfast Ginger 
Ale” can be because of the addition of 
the fanciful words ‘‘ Red Star.” 

The name of a firm cannot be reg- 
istered as a trade-mark no matter how 
many names there may be in it or how 
uncommon these names may be. While 
this is the case, it is also true that any 
property right can always be defended 
under common law. Some years ago 
the great firm of Day & Martin, black- 
ing manufacturers, of London, Eng- 
land, asked an Engiish court to re- 
strain two men, one called Day and 
the other Martin, from going into the 
blacking business under the same firm 
name as theirs—Day and Martin. The 
judge issued the injunction as re- 
quested, and at the same time took oc- 
casion to severely criticise the conduct 
of the defendants, whom he said were 
clearly trying to trade on others’ repu- 
tation. This is a case of what was 
really an unregisterable trade-mark 
being protected under common law 

Trade-marks, then, can consist of 
two kinds—registerable and unregis- 
terable. Some trade-marks that are 
really not registerable exist by common 


be registered as a 
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consent. 


For instance, a certain bis 
New York department store uses 
peculiar kind of outline type in all ad 


vertisements. Being extensive adver 
tisers, this peculiar type is really a valu 
able trade-mark. If these departme: 
store people had invented the peculiar 
ly-shaped outline type we speak of 
and had taken the precaution of regi 

tering it as a trade-mark at once, the 
would, of course, have had the excl 

sive legal right toit.—Dry Goods Econ 
omist, New York. 

?o 
THE BOSTON ‘ TRANSCRIPT’S 
DISREPUTABLE CIRCULAR. 





In these columns there recently ay 
peared a list of eight evening paper 
pronounced by the Little Schoolmast: 
to be of great excellence. At the hea 
of the list stood the Boston 7ranscri 

‘* Little Crinoline,’’ as Col. Charl 
Gordon Greene used to call it. 

he Boston 7yvanscript printed 
1596 an average issue of 19,935 copie 
Its average issue in January, 1897, wa 
20,932 copies. This paper has lately 


LA Great Tandem 











Quantity 


Qvality 


Driven br the Woston Cranscript 














put out a circular inviting advertising 
patronage, and it 1s to two sentents 


in this circular that PRINTERS’ INK 
wishes to invite attention : 
FIRST. 
Advertisements published in the 7ran 


script are always truthful and never mislea 
ing. Rates sent upon application. 
SECOND. 

The 30,000 circulation of the 7ranscri/ 
being among well-to-do residents of Bost 
and its vicinity, offers— 

The object of reproducing these ex 
tracts is to afford an opportunity to ask 

If a paper prints 20,000 copies daily 
why should it claim to print 30,000 

If the oldest and most respectable pa 
pers indulge in this sort of practice, how 
can advertisers ever expect that young 
er and presumably less scrupulous pul 
lishers shall be as exact about 
matters as it is sometimes thought they 


such 


ought to be? 
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A TALE OF TWO GITIES. 


i A i a aie 





BROOKLYN. 
MARCH 20. 

‘*] increased my order for NEW YORK TIMES, 
both daily and Sunday, again this week. This 
time last year | was selling 20 daily and 25 Sunday. 
Now I sell 85 of the daily edition and 95 of the 
Sunday. Several papers are dropping off in sales. 
THE TIMES and one other paper are the only ones 
that show any increase at all, THE TIMES by fat 
the greatest.’—Wewsdealer J. Hennessy, Monta- 
gue and Hicks Streets. 


NEW YORK. 
MARCH 31. 
‘‘It seems to me that every one who changes 
from other papers changes to THE NEW YORK 
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TIMES. It is increasing very fast in sales, both 
daily and Sunday. It never sold so well. Its 
popular strides of late are wonderful.”—Wews- 


dealer Donohue, Fourth Avenue near 32d Street. 
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The Hew Work Times 


“All the News That's Fit to Print.’’ 





rrarwn were 


> Ate Ae tile A A Ae a aie eee 








16 


WITH BRITISH ADVERTISERS. 
‘By Henry Cowen. 





The greater part of newspaper and 
magazine space is at present being 
made the most of by the spring medi- 
cine people, and the two most prom. 
inent are Hood’s Sarsaparilla and Cal- 
ifornia Syrup of Figs. The. former 
are doing some brilliant advertising, 
and certainly their announcements are 
like their products—peculiar to them- 
selves. They also possess the some- 
what unusual attribute of being special- 
ly prepared for the British public. 
Many American advertisers opening up 
over here transplant their ads whole- 
sale into the British papers, with the 
result that they are not understood and 
consequently not appreciated. The 
only weak spot in Messrs. Hood’s 
campaign lies in their publication, 
which they deliver from time to time 
to vast numbers of houses. It purports 
to be a species of newspaper, and has 
frequent allusions to the Royal Family 
—the editor seems to be on fa- 
miliar terms with certain members of 
them, and in particular with the heir- 
apparent, who is always alluded to as 
‘*Wales’’! Now, loyalty is not a very 
strong affair with a great many people 
in Great Britain, but Messrs. Hood 
would do well not to continue this, as 
it has the chance of offending some 
folks, and it is alwa$s better to elimi- 
nate such chances in public announce- 
ments. The most that can be got out 
of any line of advertising is wanted. 

The California Fig Syrup Co.’s ads 
are manifestly honest ; no huge claims 
are forth, but the benefits 


most 


set to be 
derived from the Fig Syrup are mod- 
estly but firmly shown, and confidence 
should therefore be inspired. 

* * * 

The usual quantum of fantastic 
names has appeared since my last re- 
marks, and of these there is perhaps 
only one which will stand the search- 
light of public criticism—‘‘ Ikureit ”’— 
a remedy for jumping toothache. Peo- 
ple afflicted with this are not very par- 
ticular as to what they say, and possi- 
bly they will not object to go into a 
store and ask for it. Another article 
which is making a bid for public favor 
is a tea which the proprietors have 
baptized Londasia. There is some- 
thing poetical in this appellation, but 
it is a matter of doubt if it will catch 
on. Its derivation is at once percepti- 





ble when the name of the firm vend- 
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ing it is mentioned—the London 
Asiatic Tea Agency. Eyeline is 
name of a new wash for the eye 
the name might indicate, Moons 


is the name of another new ent 

into the advertising field. Tt is 

cognomen of a boot blacking, but 

questionable if it is a good na 

moonshine over here means N. G. 
Ok * * 





There is a perfect galaxy of ada 
American names and trade-marks « 
ing tolight hereall the time. We 
Zotis Tabules, the latter coined 
being well known in the States ; 
piain truth tells” is appearing in 
ferent guises, but always in the 
pec uliar divided circles, and ‘* ki 
circulation” is also doing good ser 
PRINTERS’ INK must be hustling r 


* x x 
The remarks appearing in P 
ERS’ INK regarding substitution 
apt, and should be widely 
Here, the substitutors are ram] 
and are the thorn in the flesh ot 


vertisers. It is reckoned that a 

appreciable percentage of the les 
mate results of their 
lost through the methods of these 


investments 


ple, who never think that they 
acting dishonestly. They cer 
show much ingenuity in the pi 


way they go about the thing, and 
tate the name as closely as the 
will permit. It is surprising 
many of the public are won over 
the old phrase, ‘‘ We make this 
selves, and know what is in it.” 


—~<-- 





ILLUSTRA!ED EXPRESSION, 


Coes 





“DOING BUSINESS UNDER ANOTHFR M 


NAME 
—Phila. Press Jester 
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Editor and 
Proprietor. 


THE GREAT FAMILY NEWSPAPER 
OF THE PACIFIC COAST 


More Druggists, 


More Grocers, 


More Dry Goods Stores, 
More Merchants 


Advertise in THE SAN FRANCISCO 
CALL than in any other paper on the 


Pacific Coast 
Write the Eastern Office, 34 Park Row, New York, 


for further information. 
D. M. FOLTZ, Eastern Manager. 











PRINTERS’ INK. 














But the little village paper keeps its old-time customs yet, 
And prints its weekly issue with no shadow of regret. 
. * * . 

What if every bride is charming and every baby fine, 

And all the grooms are manly ?_ In each blurred or perfect line 
We clasp some hand in friendship, before we lay it down, 

This quaint old country paper from our own old country town. 
—Ella Bentley, in Printers’ Ink. 


Every advertisement in the 


‘ 


‘quaint 
old country paper” is sure to be read— 
nothing in it is ever skipped. 


We can put your advertisement into 
1,500 of these papers at acost trifling in pro- 
portion to the size and character of the 
circulation. 


CHICAGO 
NEWSPAPER 
UNION 


10 Spruce Street, 93 So. Jefferson Street, 
New York. CHICAGO. 


CIWS 


The Chicago Newspaper Union Lists coverthe great Middle West, the States 
of Ohio, Indiana, Illinois, Wisconsin, lowa, Nebraska, Minnesota, South Dakota 
and Michigan. They contain 1,500 papers with over 1,000,000 circulation. The 
reach the rural communities most valuable to the advertiser. 



















he readers of 
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A. WARD: HIS VIEWS 


prob ably known to the majority 
PRINTERS’ INK that 
mas Ward manages the advertising 
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the American troops during the War 
or that he is 
aper work, with 


of the Revolution, ain all 


round genius In news} 
a fine record of experience behind him 


He recemly submitted good-naturedly 








l, 








Artremas Warp. 


tment of Enoch Morgan's Sons 
ind that the Sapolio ad- 
ements are of his origination. It 
1t be known to all, however, that 
the great of General 
at one time the commander of 


unique 


grandson 


to the interviewer, as the following 
will demonstrate 

‘*What information does the mere ap- 
pear ince 


to its value 


of a newspaper give to you as 


as an advertising medium ?” 


‘‘It gives me the most important in- 
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formation—something which I value 
more than nine-tenths of the state 
ments made by the representatives or 
even by the publishers. A newspaper 
to atrained eye presents somewhat the 
appearance that an individual does in 
ordinary life. If a man’s face, dress, 
bearing and conversation indicate that 
he is a gentleman, these outward evi- 
dences rarely belie the facts.” 

‘** How does this apply to a newspa- 
yer ?” 

‘*T believe it is even more difficult 
fora newspaper to put on the appear- 
ance and dress and editorial tone and 
the general appearance of success and 
good management than it is for an in- 
dividual to simulate such conditions.” 

‘* But are these signs infallible ?” 

‘* Not separately, but almost so when 
combined. A good tailor or a good 
type-founder may dress his subject 
with perfect taste, but no tailor or ty pe- 
foundry exists that could create suc- 
cessfully the combination whictrt de- 
scribe.’ 

‘““Your view seems interesting and 
ingenious, but I must frankly say that 
I have heard, Mr. Ward, that you are 
rather inclined to theory. Can you 
come nearer to the practical ?” 

““Yes. Even the youngest ad- 
smiths know plate-matter when they 
see it, and some of the younger ones 
in the business know a home-print 
side from the patent outside. Every 
large advertiser also has his own pecul- 
iarities and the presence of such ad 
vertisements will, if numerous, indi- 
cate a general indorsement, but each 
one specially indicates something val- 
uable and instructive to the trained 
eye.”” 

“‘Is this any guide to the rates of 
the paper?” 

‘Rarely so. Ihave heard hundreds 
of people say that the presence of the 
Sapolio advertisement indicated that 
I had got a low rate—personally I 
know better. I have bought space at 
some of the most extravagant rates 
ever paid in this country.”’ 

‘*Do you think that the presence of 
the Royal Baking Powder advertise- 
ment is an admission that the publish- 
er has granted agent’s commission ?”’ 

‘*T do not.”’ 

‘**Ts it not generally so considered?” 

‘That may be, but I have no de- 
sire to injure publishers who adhere to 
their rules by classing them with those 
who do not. If I saw the Royal ad- 





vertisement in the Ladies’ Home Jous- 
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nal or the Chicago daily News, Iw 
promptly acquit the publishers of 


such action 

‘*What rule can you give by wl 
a man may measure the paper by 
api arance 

“No other rule than that of 


stant practice and the experience 


grows finally into an instinct. If 
ask the receiving teller at the 
why a bill is counterfeit, he 
probably answer ‘ because he kn 
is,” without clearly defining part 
lars. They are governe d by 
general impression of the bill bef 
them and they are rarely wrong.” 


‘*Is there any difference in val 
you, per thousand circulation, bets 
the home-print and the patent out 


papers?” 





‘*T would prefer a paper wh 
all home-print, providing that it 
healthy and strong conditions. \s 
gards the two sides of the pap 
feel that there is but little diff 
ence to me The patent side is 


best printed, and if the advertiser 
something attractive to say, will 
his purpose better than the other 
in the same paper. If he 
display, he had better be on the | 
print side.” 

‘*Ts it true that the stronger th 
per the better it is for your purpo 

‘‘ That true only far a 
strength lies in circulation. We 
little for the political or literary | 
it may have on its readers."’ 


wants n 


is as 


**Do you pay much attention to 1 


age of the paper? 








** Practically none, except to separ 


its paid from its gratuitous circulati 


“Is its gratuitous circulation 
equal value ?”’ 
‘*No; but I would gladly inclu 


at a lower rate. 

‘* Are there any other essential f 
that you learn from the appearan 
the pape ts 

**T might add that I expect th 
per to increase in circulation ¢ 
the continuance of our contract 
ement and str 


shows good mana 
health at the ouftse 

‘*What guarantee have you tl 
will ?’’ 

‘“The same 
have if I employed 
salesman He will 
end of the year than at the beginnii 


oO 
b 
t 


guarantee that I w 
an active, hea 


] 
sell 


more a 


‘*Do you mean you speculate in | 


ures ?”’ 
** Everybody does that to some 





t 


in circulation, I suppose < 
‘Very often, and try to provi _™ MOSES 


yn the average. 
What effect has increase an 
ase of ‘circulation had in 
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, and the advertiser should always \ \ ( f (ee) \ [ 
| it, am never p ory If aN) Vereusren 
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111 Nassau St., New York. 
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city than work has the breath of 


i ething 1 


wer 


five ar rO, anc s notwith- 


r any reduction that has come 
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it 


ates . A mica! 
What difference is 


se, between mor 


A 


Ni 


wruucese 


who buy high 


A 


igettt ! I 


nd earnestn 


I measure them according to their 


ions, In some sections the even- of our work is mail 
uper is the paper of the vy, nota 4 : = 
i I : - what 


in Brooklyn In most cases tl 


(\ 


ning paper is a street purchase, the 


r 


] very best 


ning paper a house delivery We 


1 
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rite us free 
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the home circulation most.”’ ampl 
samples 
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A POINT TO REMEMBER “% 

ng with the reports received by JHMRARERERILNN 
State Department at Washing 
consuls abroad as to the 1 


le n é ’ m 
l€ urope, ymmne I 


KNOWING ONE’S KIN 


\merican tra 
H 


lent suggestions . 


rinting circulars, 

matter tor distribution. 

n seems to be unanimous 
erican exporters are losing business 
uuse their business literature i 
ed in English only. Among 
rs, the Swiss consul writes, under 

f January 6, 1897: ‘I have the 

» report that d 

the increased activity o! Amer 

merchants and manufacturers 

ing the foreign markets 
fested in this consular distr 

stribution of numerous catal 
phlets and other printed 
most attractively and artist 
ared, but, unhappily, not | 
e effective in obtaining business, 
the reason that all of them were in 
English language. I, therefore, “' pe eee 
sider it expedient to suggest that ON A POSTER 
after our merchants and manufact- 1 boyt Br 
rs be advised to have all commer 
literature intended for distributior 

mtinental Europe printed in 
nch, German and Italian.” 

-- 


HANGE your ¢ ten and you will often 


ito your change, 











PRINTERS’ INK. 
CONVERTED AT LAST. 
ONCE AN ENEMY BUT NOW A FRIEND. 


The W. D. Hoard Company are publishers of three newspapers in I 
Atkinson, Wis. The senior Mr. Hoard is an ex-Governor of Wiscons 
a man of marked executive ability, much charm of manner, and, PRINTE 
INK is told, came rather near being called to President McKinley’s Cabinet 
Secretary of Agriculture. The editor of the American Newspaper Direct 
tried in vain for many a year to convince Gov. Hoard that it was not only | 
sible but absolutely easy to get an exact circulation rating in the Direct 
Ife could not appear to sce it, and did not seem to want It. A report, h« 
ever, did come from him one year which happened accidentally or provid 
tially to cover all that was required. His papers were thereupon rated in 
cordance, and since then the Directory man never has to send a second time 
any of Gov. Hoard’s papers for information. Correct information comes uj 
the first application now, and in most excellent shape, too. When the edit 
of the Directory received the letter which here follows, it pleased hin 
much that he could not refrain from causing it to be printed here. 





The W. D. Hoard:Company, 


srmssnees  Roard’s Dairymam me me. 
. Jelterson County Union. 
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& me 
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Foot Mthunson, Ws — _10tn—/~ 


Messrs Geo. P Rowell @ Co. 
10 Spruce Str. Mew Yor, &. ¥. 

Dear Sirs: 

Kindly allow us to enter @ protest against the dis- 
Continuance of your $100 guarantee in certain cases, of the correctness 
of your circulation ratings We believe you are doing the honest editor 
and the cause of truth an immense amount of good. 

In the light of our past correspondence with ya, it may seem odd 
that we would be willing to support you in this matter Your circulation 
estimates, on our publications, were for years away below the truth, ar 
we were justly indignant therefor; and :epeatedly condemned your insti- 
tution in no gentle terms. we stood upon our right to form our own estim 
ate of our circulation, and agai nst your right to form an estimate of us 
for others. we took comfort in the certainty that no man,not even our- 
selves, could make a guess as to how many people each one of our papers 
“circulated” among, On the average. We thought we had a right to deal 
in this ccmmodity of doubt, and supposed there was no other basis that 
the advertiser would think worth his while to consider. : 

But we have learned samething. The detailed statements of editions 
printed, which we furnished you, and which we backed up with the offer 
of open doors to ary investigator, have brought us three times the bus!- 

‘ness with one half the correspondence at a third better prices, and with 


ten Lines the personal satisfaction. Only five persons have passed throu 








, 
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Geo. P. R. & Co. (2) 
the open doors alluded to above , and with four of these we made con- 
tracts at ovr prices- not their prices. Prom variovs sources we have 
found that advertisers. are more willing to pay a fair price for a certaine 
ty, than a less price for an uncertainty, no matter how glittering the 
surface was made to appear. We believe now that an honest edition 
tatement, backed up with your guarantee, will bring proper considera- 
tion from aivertisersé, if coupled with the freeest invitation to inves- 
tigation. The fear of the improper use of such facts as investigators 
might gain from our books, has after fair trial, been entirely dissipated, 
Thereis another, @ midway point of view, that is worth considering. 
It seems to us that the modest circulation liar, from purely budness 
reasons, should at once quit the field. He is no match for the class of 
killful prevaricators who give the advertiser that uncertain feeling 
oncerning our time honored craft, which forms such a hindrance to fair 
contracts. In our opinion there is no method so successful in overcoming 
this prejudice, as the telling of the whole truth, and telling it ab 
e time. There are undoubtedly circulation liars who have made of 
exaggeration a fine art. The ordinary publisher, on entering the lists 
with these, is at once dismounted. Let the advertiser know the circulas 
tion quantity at least. There will theh be chance enough for all the 
4ifference of opinion desirable in the maiter of quality 
We are positive that we have helped our advertising account, 
_ 
by publishing broadcast the Rowell guarantee of $100 and of our own addi- 
onal guarantee of $100 for the correctness of our edition, not “circu. 
lation? figures, and we. propose to keep it up. 


Yours very truly, 


" XP Lads 
? eS oc. 


It will be a great day for the newspaper publisher and the advertiser when 
former will tell the latter just how many copies his announcement will ap- 
rin, The latter will then have to conduct his negotiation on the theory 
it he is dealing with an honest man. An honest man, printing a class paper 
th twenty-five hundred subscribers, can get more advertising at 25 cents a 
e than can be secured at half that price by a lying competitor who gives 


ry five thousand copies and says his average issue is ten thousand. There 


nothing that sets a newspaper man upon so high a pedestal, in the eyes of 


advertiser, as to have him show circulation figures which fall below what 
advertiser supposed the edition to be. No power on earth can keep that 
ertiser out of that paper after that. He thinks each one of those few sub- 
ibers are worth five hundred secured by a competitor, who, after all, may 


t have them. 
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IN PHILADELPHIA. 
PHILADELPHIA, April 16, 1897. 
Editor of Printers’ INK: 

Wholesale clothiers are retailing direct to 
the consumer at surprisingly low prices. 
[here is evidently little chance in Philadel- 
phia for any but the manufacturer. Dr. J. 
M. Munyon will sail on Tuesday, 20 inst. 
for Liverpool. The trip is made for the pur- 
pose of introducing and to duplicate his 
United States success of the Munyon’s Rem- 
edies, advertising throughout England. Mrs. 
Rorer, the cooking expert, now contributing 
a series of articles on that art to the Ladies’ 
Home Journa/, has opened a quick lunch 
cafe on Market — No newspaper pub- 
licity is used, dependence on the name alone 
is basis for pat M mage. The seven Suther- 
land sisters are the attraction in the window 
of a Chestnut street store, with their ** gold- 


en hair a-hangin’,’”’ and collect a crowd of 








onlookers. The Chicago Merchandise Co 
represents a business of the most rapid 


growth ever known to Philadelphia, all of 
which is attributed to its liberal use of the 
ne wspapers. The firm rec ently inaugurated 

lothing department, and, as a starter, ad- 
vertised boys’ trousers at 6c. a pair, cost- 
ing 20c Notwithstanding the fact that 
10,000 square feet of floor space is devoted to 
this department alone, it became negessary 
to close the doors eight - nes during th e - ay 
of the sale. , “Pp ARTENHEIN 





A TRI E FRI AK. 
Waver-y, N. Y., April 16, 1897 
Editor of Printers’ INK: 

Among the Little Schoolmaster’s collection 
of freak advertiseme nts, is there any that 
w hat Is ‘True Cc hri tianity @ 

It is the perfect keeping of the Moral Law. 
For Jesus Christ was the only Jew who kept 
the law best, but he did not keep the law 
perfectly, for He had to accept the wages of 
sin, which is Death; and proved thereby that 
He was not God, but man, and worshipping 
Jesus Christ as God is a sacrilege on God 
Almighty, and the second biggest humbug on 
earth. 

Come to the Star barber shop, corner Main 
and Pine streets. 

G. P. ORPWEIN, Proprietor 





can compare with this, clipped from the 
Towanda (Pa.) Daily Item of April rsth ? 
Yours truly, H. D. Conover 


oo 
IN CHICAGO, 
CuicaGo, April 17, 1897. 
Editor of Printers’ Ink: 
Tickets for rid S on excursion steamers are 
given free at different stores to persons pur 








chasing so many dollars’ worth of goods 
few posters t were pasted on the fence 
around the old post-office, which is Govern 


ment property, were promptly sme ased over 
with black paint. Mrs. Fred C. Harris ad 
ve + ner - whom it may concern: My 
husband 7 red C. Harris, has left my home, 
and I will not be responsible for any debts 
he incurs.’’ ‘** Easter Bonnets” is the sign 











displayed in a window of men’s hats 
- ton eli canemn rink,”’ offered by cer 
tain sa ns, proves popular with some men, 
who nsider it pleasant enough to buy the 
eggs in that way C. E, Severn 
ONE OR OTHER, 
rhe man who sits him down to rez 





he modern Sunday paper throu 
} 


Has either got a job on hand, 


Or else he hasn't much to do. — 7rauth. 








INK, 


RS’ 


IN POUGHKEFPSIE 


PouGHKEEPSIE, April 15, 1897 


Editor of Printers’ INK: 


A very pretty Easter advertising aggreg 
tion was to be seen in the window of a lea 


ing jewelry store in Main street. 


The wh 





space was given up to a miniature hay-mo 
looking as natural as life, 


whereon were scattered here and 


siderable number of eggs. 


if 


not as larg 
there a « 


¥ h egg wa 
a chipped 


process of hatching, and had 


or side, out of which were 
ing gold pins, rings, bre 


apparently eme 


a om with almost everything é¢lse tl 
makes a jeweler’s stock enticing 
dow did not fail to halt and impress the pa 

I 


ers on the sidewalk 


- | 
IN STAMFORD, 


Cc 


Studio of 


ARTHUR 

: Signs anc 
STAMFORD, Conn 

Editor of Printers’ INK: 


M 


i ¢ 
» April 19, 


N 
y< 





SON, 


les. 


ew 


1807 


There is a fine opening here for a daily 
one |} 





weekly local pag 


and a population of over 
towns of less size support three papers 
no interest in t 
matter beyond wishing that some one w 

start another paper here, as there isa 

call for one and a chance for one 
R Munson 


have nothing to sell and 


money. AR 


THI 


++. 
IN BROOKLYN, 
Brooxtyn, N. Y., April 17, 1897 


Editor of Printers’ Ink: 


, as there is but 


’ 


to 


Buffalo Bill’s Wild Show have charters 
Brooklyn 
trolley system, and are running th 
around town on the various lines of the c 
pany rhe sides of the car 


large open car on _the 


verted into two large bill-b 
band plays inside, the peop] 
the show’s best lith S. a 





have beer 

yards, and wl 
e gaze on some ¢ 
SI - M. OGDEN 


LOST—A ret )USE. 

On Tuesday, March 16, my dwelling h 
thirteen miles above Caruthersville, 
washed from its foundation, 


down the Mississippi Rive 
story frame, painted whi 
shape, with a hall in the 


r. 
te 


story front porch all the 





building It 


kitchen furniture, including 





ld-fashion No. 8 


is an 








ved on the plate 


and 
center 
way 
ontained all my hi 


It isanewtw 
built i 
and at 
across 


H 


e car 





oches, pearls, et 


Oth 


and float 


range. 


Any one knowing the whereabor 
house will be rewarded by ir 


this place. 
~Dyersburg, 


- 


7 


f« 
I 


ANTIQUITY OF DEPARTMENT 


The department store 
England civilization 
very first store establi 





forefathers was a department 
was an old New England sign, 
said to be one, whicl read thus 


TESTAMENTS, TAR, AND 


GODLY BOOKS AND GIMLE 
Y. 


+o 
EVIL ON THE 

The Nati 
appear as a weekly paper. 





NC 


nal Advertise 


? 


I 


store 


nusehol 


lenn., Gaz 








sixteen-shot, 38 caliber, was also ir 





or there 


TREACI 


‘ 
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Ss 


ASF. 


will 


hereaft 


“ 
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ge 49 of PRINTERS’ INK 
a can of the Royal Baking | 


aartment of the Baking Pow 


ON na 
i 
tures of 


sing de} 


itor to J fitable A rtistn 
riginal pac kage, and he 

er to have the picture an accurate repre 
point seemed to be very we ll made. H 
) cuts as they would now and then app@ar 
f pape By 


r press or a poor quality of 
ie Roy Baki 


i 


idvertising department of tl 


id ~Py 


siness better than did 
lvise them. There is a ce 
ver denied, to the effect tha 
se pictures are reproduced 
utor and others, who give adv 


sidered the subject from a sufficient 


e 


THE POWER OF PI 


ry to chaff t 


t ary to 


about her nose for 
al propensity when t 
t 1ase In the 
temak 
nine per cent 
argain habit pretty stror 
the men who are uninfluen 
few and far between 
w their desire for |! 
an instinct in | 
alent in one sex 
} , } 


vertisers should always bear this 


i, no matter what they are ad 
ad without prices is generally in I 
lways uninteresting. It is of little 
w where we can buy a certain art 
io not also know what it is likely t 
Both items of information st 
ther. The prices are the most magt 
gs in the ad Chey are the main 
yple want to know, and 
¢ story is less than half told 
article of good quality at 
is certain to attract | 


ve 


wit! 








THE BALLADE OF THE AD. 
The merit of story or verse 
Let others assert and explain, 
Let others recount and rehearse 
The work of the erudite brain. 
The subject of my humble strain 
No eulogy ever has had, 
For sages and poets disdain 
The cheery, ubiquitous ad, 


In language both graphic and terse, 
In homely, colloquial vein 
Your notice it seems to coerce, 

Your attention it’s bound to enchain. 
Although of its art you complain, 
Though its rhythm and meter are bad, 
Yet stillin your mind ’twill remain, 

The cheery, ubiquitous ad. 


If you but a trifle disburse, 
It offers you marvelous gain ; 
And quite within reach of. your purse 
A miracle you may obtain, 
From a cot to a castle in Spain, 
A fancy, a fake or a fad; 
There's nothing escapes its domain, 
The cheery, ubiquitous ad, 


ENVOI. 
Gentle reader, I’m sure you’ll maintain 

That he is a churl or acad 
Who counts as a nuisance or bane 

The cheery, ubiquitous ad. ™ 

—Carolyn Wells, in Truth. 
OUR POST-OFFICE. 
[from the United States — Postal 
Guide for April, 
Post-Orrice DEPARTMENT. 
Wasuincron, D. C., March 8, 1897. 
Postmaste? — 

Sir—The case you submit in your letter of 
the 1st instant, is as follows: It has for some 
years n the custom of wholesale mer- 
chants in different sections of the country to 
oo upon the market packages of coffee or 

aking powder, each containing a ticket on 
which is printed or written the name of an 
article, which ticket entitles the hoider to the 
article named, without any consideration 
other than that paid by the purchaser for the 
package of coffee or baking powder. The 
articles these tickets call for are of different 
kinds and of unequal value, andin reply to 
your inquiry, I have to inform you that this 
scheme is a lottery or similar enterprise offer- 
ing prizes dependent on lot or chance, and 
advertisements of it or correspondence con- 
cerning it cannot be carried in the mails. So 
long as the prizes are of different kinds or of 
unequal value, so long will the lottery ele- 
ment remain in the scheme. 

Very respectfully, Joun L, Tuomas, 

Assistant Attorney-General. 


NOTES. 

A sHoE firm which has stores in several 
provincial towns put out this legend in front 
of one of them: “ Our stories and stores cor- 
respond.”’ 

On Feb. 22, 1895, the Sus published an 
editorial article entitled ‘The Work of Ras- 
cals,’’ in which certain severe strictures were 
made upon Mr. Frank B. Noyes, of the 
Washington Star. We desire to correct our 
statement in reference to Mr. Noyes, and to 
withdraw any remarks reflecting either upon 
his personal or business integrity. The ar- 
ticle was written under a misapprehension 
as to the facts in the case, and we regret its 
publication in the Sun, as doing grave in- 
justice to a gentleman whose character is 
above reproach.—N. Y. Sun. April 17, 1897. 











PRINTERS’ INK. 











A DRUGGIST’S STATEMENT 

A druggist whose name and location Ps 
ERS’ int hes mislaid issues a little four-; 
paper advertising his business, called 
Form, from which the following advert 
ment is taken: 

I believe in the doctor. I employ him. 
recommend him, but if you want ready-ma 
medicine I want to furnish you with mi: 
not the other fellow’s. I can do it, do it a 
save you money, doit right and still save y 
money. 

Do you buy “ ready-made’ 
made” clothes, “ ready-mixed” 
Aren’t they all right ? 
made medicines. 

You will find them just as I say—all rig 
There are times when nothing but a tai 
made suit will answer, times when nothi 
but the doctor’s skill and the doctor’s me 
cine and advice will restore health, | 
your prescriptions with skill and understa: 


shoes, “‘ rea 


pa 
Then buy my rea 


ing. 
fu sell you any medicine that you wa 
atent or not, without a word about my m 
icine. I keep in stock every kind that 
worth keeping, but don’t forget my m¢ 
cines. 


es ina 
IN CONTINENTAL CITIES. 

American and English women travel 
and shoppers in Continental Europe get 
little amusement out of advertiseme 
printed in very bad English forthe An 
ican’s benefit. To be informed of “hosier 
confectioned on measure,”’ of “com; 
dinner thea services for six to forty-eis 
person,” or of *‘ manufactore prices ’’ is 
so productive of conviction as of enterta 
ment. The managers of the Austrian St 
railways apprise English readers by placa 
in their cars that “in this case (of cert 
delays) the re-expedition of the luggage 
only be effected by directing a written 
quest, in addition with the keys tho the | 
gage left behind and the receipt got w! 
posting the aforesaid goods.”—New V 
Tribune. 
‘ pa 
PHARMACEUTICALLY EXPRESSED 
In business the influence exerted by adv 
tising partakes much of the peculiar acti 
manifested by those drugs which muat 
given for a long time until the system is 
urated, when the medicinal effect is sudde: 
experienced. Advertising, like arsenic, m 
be sustained and uninterrupted. The eff 
at first is barely perceived, but the result 
repeated doses steadily accumulate, 
presently the full benefit is felt. This is: 
meaning of ** cumulative advertising.”’ ‘I 
term is not a fanciful phrase; it represe 
the essence of intelligent preparation for 
harvest.—Budletin of Pharmacy. 

A STUDENT OF HUMAN NATURE 

The good advertiser, above all, should 
student of human nature—a man of so n 
ability that he can see others as they are, 
by judging them by himself.—A dvertis 
Laxperience. 

——- 


Classified Advertisements. 
Advertisements under this head two lines or 


without display, 25 cents a line. Must be 
handed in one week in advance 


WANTS. 
WANTED ~ Paying news or job busints 
cheap. “ N.,” 2096 Market St., San Francis 


\ ’ ANTED—To buy, notes on John Wedderbu 
& Co., from editors. NEWS, Gaylesville, A 
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6 fhe want type and pete, machiner) See 
ad No, 1 under “ For Sale Just what you 
ant in eighteen cities 


half-tones. 1 


\\ —, py oy to try ome 
ENGRAV 


col 2 cols., $2. BUCHER 
+ CO., € Atk i Ohio 
’ ANTED— More 

people willing to pay for 
JHNETON, 10 Spruce St., N. Y. 


printing from the class of 
the best WM. 


‘== ARKANSAW TRAVELER (Chicago) will 
accept a limited number of strictly high 
ade bicycles in exchange for adv. space, 


\ AIL order business. No interference with 
other wor! etell how and furnish every- 
‘NAT'L INST., 1} , Chicago. 


ng. Part’rs free. 
patented novelties, 
Send sample, any 
if we do not 
, Sheffield, Ala. 


"E buy books, lectures, 

\\ ete., in job ie for cash 

d. You can have the sample back 

DIXIANA MEDIC INE co. 

OR EXCHANGE—$2,000 value in prosperous 

| Mississippi daily, weekly and job office. Will 

hange for business or interest in Florida, Cal 

rnia or New York of like value. Business pay 

gnice. J.W.TUC Kr R, Jackson, Miss. 

| ALF-TONES FREE—Send for our proposition 

to newspapers and printers. If you are us 

r or expect to use half tones during the next 

it will pay you to investigate this at once 

ffer will soon be withdrawn. Address THE 

VE R TISING WORLD, Columbus, Ohio. This 
»po- ition only to newspapers and printers. 


—o 
BILLPOSTING AND DISTRIBUTING. 


] OHN COLLIN, Berlin, N. H 
t) distr’n of circulars, samples, etc., 


—+e-- 


M {IL ORDE RS. 


House to house 
personally. 


mail enter bust 
, Pub- 


OW to make money in the 
ness Address T. J. 
2 City Hall Place, 
7-o;, 
CLIPPINGS, 
\I ANHATTAN PRESS CLIPPING BUREAU, No 
2 West lHth St., N. Press Clippings for 
de journals ; all subjects ; best facilities. 
_— 
RTISING 4 


New York 


ers, 


PRESS 


ADVI AGENCIES. 

you wish to advertise anything anywhere 
at any time, write to the GEO. P. ROWELI 
ERTISING CO., 10 Spruce St., New York. 


+o 
STEREOTYPING 


| POTTER nad stereotyping outfit is practical ; 
type always cold, no ag, with a brush. 
nd for book. B, F. CURTIS, 
New York 


MACHINERY. 


1% Leonard St., 
-o; 
SPECIAL 


D. LACOSTE, 
« ative, 38 Park Row, Nev w Yor 


AGENTS. 


| | Special Newspaper Represent 
. Dailies only. 
’ ME ERS that lead in their locality re rere nted 

by H. D. LA COSTE, 38 Park Kow, York. 
_— 


MAILING M A{CHINES 


| — gtr se Mailer; best and cheapest. 


By 
. ALEXANDER DICK, Meridian, N. Y. 


ORTON mailer, $20; quicke st, slickest; makes 
mailing a pleasure moomomny Wrapper 
ter makes wr ying eas saves half the 
$4 and up. MERICAN TYPE FOUNDERS’ 
See bE in ad No. 1 under “ For Sale.” 
--- os 
ELE TROTYPES. 


\ ETTING advertisements to make them stand 
out and furnishing one or more electrotypes 
same is a line in which | am unapproached by 
y other printer. The magazines each month 
tain numerous samples of my work. Let me 
your next adv., whether it be for an inch or a 
e. I can suit you WM. JOHNSTON, Mer, 
nters’ Ink Press, 0 Spruce St., N, Y. City, 


INK, 27 
MISCELLANEOUS. 
Be annual meeting of the stockholders of the 
Ripans Chemical Company, for the election 
of directors and inspectors of election, will be 
held at their office, No. 10 Spruce St., New York, 
on Monday, May joth, 1897, at 11 o'clock a. m, 
CHAS. N. KENT, Secretary 
eo 
SUPPLIES. 


’ AN BIBBER’S 
Printers’ Rollers 


7's foretching. RRUCE & COOK, 190 Water 
4 Street, New York 


| Wallen SS for the printer best and cheap- 
4 est. Seead No. L under ‘ For Sale. 


‘tw PAPER is printed with ink nage act 

ured by the W. D. WILSON PRINTING INK 

‘., L’t'd, 10 Spruce St., New York. Spec ial prices 
to cash buyers. 

—— + 

BOOKS. 


| ) Te CHY & COMPANY'S NEWSPAPER CATA 

LOGUE—Seventh year of publication ; 1897 
edition now ready. The only complete directory 
having a ruled space for memoranda against 
each paper, in which can be noted dates and 
amounts of contracts, pages of books in which 
advertising orde:s are copied, conditions, prices, 
ete., ete. It is used by many of the leading ad- 
vertisers in this way, some of whom purchase 
several copies +¢ach year, Itis a business man’s 
book, practical, compact and convenient for desk 
use. 710 pages, by 10 ins., handsomely 
bound in cloth. #3 with wy to the 
trade. Publishers, DAUCHY & CO., 27 Park 
Place, New York 
ILLUSTRATIONS. 


ee 
ILLUSTRATORS AND 


] & SENIOR & CO 


t.,New York 
WTF - og he PE outfits, paper and simplex meth 
ods, $15. White-on-black and Granotype en 
graving methods, $5. Book, $1. Circulars for 
stamp. H. KAHRS, 240 E. 33d St., New York 


, Wood Engravers, 10 Spruce 
Service good and prompt. 


TNTIL the 15th of June, to introduce our per- 
fect half-tone engravings we will make the 
= lOc Pp r square in., minimum cut $1. Send 
‘or samples. Mr. C entzel, our half-tone 
worker, has a national reputation for doing fine 
work, he having been foreman in two of the 
largest engraving establish:oents in Chicago. A 
yhoto is all that is necessary for copy. ARC 
EN IRAVING CO., Youngstown, O. 


iDI ERTISING MEDIA 
H ARDWARE DEALERS’ MAGAZINE, 


2% cta ENTERPRISE, 


{() WORDS, 5 times, 
Circulation 7,000 


Brockton, Mase, 


] A COSTE'’S List 


"Good papers in active cities. 
Rates low. 38 Park Row, ork. 


New Y 
New Market, N. J. 6¢ 
4th. Sample free. 
ew person advertising ir PRINTERS’ ISK 
to the amount of $10 is entitled to receive 
the paper for one year 


6,000 D., 


DVERTISERS’ GUIDE, 
line. Cire’n 3,000, Close 


ARGEST circulation of any daily newspaper 
in Williamsport, the GaZETTE and BULLETIN ; 
4,000 W. LA COSTE, New York. 


] AYTON (Ohio) MORNING Times and EVENING 
NEWS, 14,000 daily, create a“ want” for prop- 
erly advertised goods. ISTE, New York 


YHE PIQUA CALL “ wants” 
want results. Larger c i 
Piqua dailies combined. LA 


LA CC 


advertisers who 
than all other 

OSTE, New York. 
EADING newspapers in Southwestern Ohio 
4 (outside Cincinnati), Dayton MORNING TIMES 

and EVENING NEWS, 14,000 daily. LA COSTE, N. Y 


magic key in 


i TIMES-UNION has been the 

the hands of a great many advertisers with 
of 
This is a key that every busi 


which they have opened the pocket-books 
many customers 
ness man ¢an use if he so desires. JOHNH 


FARRELL, editor and proprietor, Albany, N. Y. 











INK 


ADVERTISEMENT CONSTRU 


PRINTERS’ 


TIES. 








"TORS 








ADVERTISING NOVEI 
MPROVED, condensed calendars; cheap, at ( ‘LARENCE F. CHATI ty LD, 210 Front 
tractive advertisement. 10,000 note-heads, $9 Owego, Tioga Co., N 
V. 1. AARON PTG. CO., 359 Dearborn St., Chicago. 
; FFECTIVE advertising. E. A, WHEATLt 
ror the purpose t iviting announcements 4 27 Broadway, New York 
of Advertising Novelties, likely t benefit 
reader as well as advertiser. 4 lines w be in kK 4. WHEATLEY, Specialist in Advertisin, 
4e 257 Broadway, New Yor 























serted under this head once for one dolar 





N° ELTIES in advertising calendars; good G ‘ILLAM & SHAUGHNESSY, Advertisers. 62 






all year round, Also envelope clasps (user 624 Temple Court, New York. Write 
can put them on re envelope Write direct to 
the factory, to CL > CO., Buchanan, Mich. ke ST. ELMO LEWIS, Mgr. THE ADVERT 
«+o 4e ERS’ AGENCY, Penn Mutual Bidg., Ph 





PRINTERS, ORGINAL ads and booklets prepared. J! 
SCARBORKO, 20-22 Morton St., Brooklyn, N 





;s LOTUS PRESS, artistic printers, 40 W 



































23d St., N. Y. City. Send for our booklet W RITER of good advertising matter, CHA 
ROW WHEATLEY CATALOGUE COMBINA A. WOOLFOLK., 446 Main St., Louisville, K 
rk i. Feoe ne Lite B B ull ding, New York. (Fac ») EALLY good cuts at really reasonable pri 
tory, 20 ast 12th \ Circular for stamp. R. L. CURRAN, |} 
2208, New York. 


RTISTI¢ preening a reasonable prices, cata 30x 
logu woklets, etc. Estimates furnished —_ 
ATOZ PRINTING CO., South Whitley, Ind ene, CRZALOGIS COMBIN 
. TION; high-grade business-bringing cat 
W do meat, plats attractive printing. Cata- logues. Home Life Building, New York 
logues, booklets, pamphlets, circulars s 

cards, etc., executed in the finest style When 
you want a good job —one that you wan peo le 

to look at and read—come to us PRINTERS 


Ts only writer of exclusively medica! a 
drug advertising Advice or samples fr 
ULYSSES G. MANNING, South Bend, Ind 





INK PRESS, 10 Spruce St » New York ( ‘ALL on manager of nearest branch 
. — ” TYPEFOUNDERS’ CO., addresses as per 
FOR SALE. No. 1 under “ For Sale,” and get posted on typ 
S linia —See ad No M* little booklet, “‘ How,” tells what I d 
- the money out ought to pay me for ad 


—— CHARLES AUSTIN I TES, Vanderbilt Bldg 
oe SALE Royle No. 5 Router, with cutters 
+ power electro-motor, nearly Ww OLSTAN DIXEY, _ writer of advertising Ar 
$ , will sell for $75. Box 395, Ply- firm sending me two advertisements 
mouth, Pa. their business I will criticise them fre« 
charge. 150 Nassau St., New York 





}* MR SALE—Well-equipped Republican weekly 
and job office in Maryland town of 3,000 peo A! L the borders and type used in PRINT: 
ple. County and State prone A money mak INK are at the disposal of people who ha 
er and snap at $1,500, * E. T.,” Printers’ Ink. their advertisements put in type by me 
JOHNSTON Mgr ; oe Ink Press, 10 Spr 
peor SALI A Cox Duplex press, with a capac- Sst., New York Ci 
ity of from 4,500 to 5,000 per hour. Costs less 
ow used. Particulars ¢ SEX cyte the biggest booklet hit of the year 
PLEX,” Printers’ Ink. sk Lewis about it. 
- wd) 000 of them already gone. 20,000 more 
( STRANDER-SEY MOUR Pony-Web Perfecting ready 
Presses sold at moderate prices on reason Write on your business letter-head to M 
able terms. Just the pase for publishers whose LEWIS, Manager The Advertisers’ Agency, I 
flat bedsare too slow. AMERICAN TYPE FOUND. adelphia and Buffalo 


EKS’ CO. See addresses in ad No. 1 below. —— 
7 ] px! Y’S PROVERBIAL PHILOSOPHY 
\ D NO. 1—We sell more type and = ma- “A gemis not polished without rubbin 
chinery and supplies than all other con- nor is a man perfect without trials.”’—(Chinese 
cerns, because our large purchases enable us to A man must rub up against a good deal of | 
buy right and sell to the advantage of our cus- ness before he learnsto write good advertising 
tomers. Why buy the second best when the best I have had the experience. I would like to writ 
costs you no more! Buy outfits complete and your advertising. WOLSTAN DIXEY, Writer 
save money and trouble. AMERICAN TYPE- Advertising, 150 Nassau St., New Yor 
FOUNDERS’ 0., Boston, 150 Congress; New 
York, Rose & Duane ; Philadelphia, 606 Sansom ; . he right method, the right ad, the right 1 
Baltimore, Frederick & Water; Buffalo, 83 Elli- cium the right price— what are they ! 
ecott; Pittsburg, 323 Third Ave.; Cleveland, St. Ask Lewis about it 
Clair & Ontario incinnati, 17 Longworth ; Chi- He is answering these questions successf 
eago, 1441 Monroe; Milwaukee, 89 Huron; St. for merchants who do fifteen millions of busi 
Louis, Fourth & Elm ; Minneapolis, 24 First; Kan- a year 
sas City, } Delaware; Omaha, 1118 Howard; Write him 
Denver, 16 6 Blake ; Portland, Second & Stark ; Mr. Lewisis Manager The Advertisers’ Age 
San Francisco, 405 Sansome Philadelphia and Buffa 


artists : 


in my office and half a dozen outside 

furnish the designs that go intomy booklets and advertisements. Each of 
these men does one thing well. Each is a specialist. 

The most effective magazine ads and the handsomest booklets are pro- 
duced in my offices. I write, illustrate, engrave and print. < 

I give each client “ exactly the service he ought to have at exactly the 
price he ought to pay.” 

send for * Confidential Symptom Blank” (copyrighted). 


CHARLES AUSTIN BATES, 
Frome, ASvoee, Wane one Vanderbilt Building, N. Y. ) 


Illustrating for Advertisers. 
eee ee 
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REPORT 
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1597. 


proceeds of the check, $100, 
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INTERS’ INK to tl 
iety of New York 


he Charity Organiza 
So —|Ep. P.1 
ng 1 commission to 
on news-stands 
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lanks, about as here 
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u find them 
he stand 
1 with 
each paper 
a for instance, 


wn the largest 


asing in sales, 
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ir of making the 


that seem to be of 


emarks 


was begun on Monday, 
mpleted on Thursday, 
g four pretty full 
g the city, PRINT- 
called on the 
and con- 


rT 

j ley 
m the vod showing 
n developed for that 
He visit- 
ity, 


Inve ratl 
twas s 
wspaper office in the « 


ape: l surprising 
1 no other ne 
it returned to New York on the night 
of Thursday, April 15, and his report, 
made up on Friday, April 16, is given 


n full on the double pages of this issue 
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Traveler best selling paper. 
Sales of 7rave/er increasing. Proprietor 
reads Globe in morning anc Traveler at 
night, and thinks them best papers in 
Boston. Has read Glode for thirteen 
years. 
Weed to take 2 7ravelers, now takes 28, 
and says that very often, on special days, 
could sell from 5 to 10 more. Has been 
cutting off his order for Goédes at rate of 
2a week for last three weeks. Herald 
down to 4 now, and going to cut that to2 
this week. The Post and 7rave/er best 
sellers. 

/raveler going ahead fast—S: aturday got 
80 and returned 9. The trouble is he 
cannot get enough of them—booming 
wonderful. 

/raveler the coming paper. 

Traveler now down to a steady sale of 
140 to 150. 

Sales of 7raveler i increasing very much. 
Sales of 7vaveder increasing, and would 
sell more of them if they were received 
before 6.15. 

Seem to be careless—two or three nights 
a week no 7ravelers come 

Sales of 7raveler doubled and tripled, 
and has cut into Record terribly. 
Sells more 7vravelers than any 
evening paper. 

Sales of /raveler have increased won- 
derfully. 

Sales of Traveler increasing very much. 
A year ago took 6 or 7 ravelers, now 
take 70, The best paper and best seller. 
Sales of /rave/er increasing. 

Traveler has a steady sale now. 
Sales of 7raveler increasing right along 

/vaveler is a good paper and is selling 
well. 

Frequently run out of 7ravelers—2q is 
not enough. fost about same case as 
Traveler. 

Traveler going right ahead. 
into the Record 

Could sell more /ravelers if he had or 
could get them. 

Very seldom has any 7vavelersto return. 
Can't get enough 7ravelers—the Post is 
the best seller. 

Can’t get enough 7raveders. 

Sales of 7raveler have increased. 

Sales of Zraveler did increase during 
voting contest and seem to be hopping 


other 


Has cut 


The only papess which sell are Posts and 
Travelers. Attendant thinks if news- 
dealers would tell, their record would 
agree with his. 

Has trouble in getting his 7raveler too 
ate. 

The 7raveler is sensational and largely 
read. 

Traveler coming right up. 

Only about a month since he took but 34 
Travelers; now takes 70, and all are 
gobbled up. 

Sale of 7raveler has been increased from 
30 to 140. 

Traveler best seller. 

If Travelers were received earlier would 
sell more. 

/raveler cutting into Evening G’'obe 
sales, 

/raveler doing well. 

Traveler has gained ten times in three 
months. Commenced with 4, now sells go. 
Yes, the 7rave/er does take. 

Traveler has a steady sale. 

Post and Traveler are the best sellers, 
Sells all the Zraveéers she gets. 


Traveler great. 
The damaed thing— 7 


92. 
93- 


raveler—will s 
Beside the remarks noted concerni1 


the /’ost and 7yaveler, there 
some others of interest. For instan: 
at 1014 Tremont street the attenda 
said: ‘‘ The Heradd is by far the b 
paper, but as a seller it cuts no 
this store.” At Tremont, corner of \\ 
Springfield street, the young lady w 
conversed with the investigator 
interrupted by her employer, but it \ 
after she had given the informati 
At corner of Charles and Pincki 
streets the investigator reports that 
get information out of the attendant 
a German, who a skull cap 
was like drawing teeth. It was « 
served in several cases that the 77a 
script was handled by some stands 
Saturday only. For instance, No. 53 
at 2951 Washington street, sells 1 
every Saturday, bry does not have the 
on other days. No. ,8, at 1144 Wa 
ington street, sells 3 regularly and 6 


we 


1C¢€ 


ACY 


wore 


Saturdays. No. 70, at 305 Tremo. 
street, sells 6 on Saturday, but nor 
on other days. No. 72 sells 1 ot! 
days and 2 on Saturdays. No. 73, 


414 Tremont street, sells two on or 
nary days and from 7 to 10 on Satu 
days. Here, too, a similar experien: 
was noted with the 7vaveler. Th 
sales were 6 to 8 daily and 40 on Sat 
urdays. 
PRINTERS’ 
reported that : 


INK’s Ambassador al 

‘It is the usual thir 
to find the on Washingt 
street selling 77avelers only. 1 sa 
at least six from 5 to 5.30.” 

The result of the investigation show 
that the one-cent paper is taking tl 
same strong hold on the Boston con 
munity that it is everywhere else. T] 
sales of the G/ode appear to be all t! 
would be expected, those of the //e7 
are more limited than would 
posed, the Yourna/ seems to be havi 
the very worst of the struggle f 
place at the present moment. 1 
was a surprise to PRINTERS’ INK, 
had the impression that the 7% 
was making progress. 


newsboys 


be suy 


“ 


uT? 


The Boston Journal has devise 
quite elaborate scheme to make 
acquaintance of its readers—a privile; 
which it complains that it does n 
now enjoy. The /ourna/ illustrat 
the extremely remote connection bh« 
tween the conductors of a daily new 
paper and its readers, by the stateme1 
that the subscribers whose names 
on its books do not amount to more 


ar 
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than 6 per cent, or one-seventeenth of 
its total circulation, while the other 94 
per cent of the purchasers of the paper 
are served through agents, carriers 
and newsboys.—M. }. Zimes, April 
18, 1897. 


rHE 

The Boston newspapers are deliv- 
ered to the various news-stands by the 
Hotel and Railroad News Co., in 
which each of the daily newspapers, 
excepting the 7e/egrapf, is interested. 
Che managing spirit of the concern is 
Mr. Hugh Brown, formerly of the New 
York Herald. He is the originator of 
the idea, having established the busi- 
ness some six years 

The newsdealers order the number 
of papers wanted from this company, 
and it in turn cal!s on the newspapers, 
loads the papers in wagons and de- 
livers them. According to the system 
in use, Boston is divided into districts, 
and each wagon goes over its route. 
The company has twenty-five to thirty 
wagons. 

he newsdealers pay the company 
10 cents per hundred papers for the 
delivery made them, called expressage. 
They cannot get out of this, because 
the papers must be bought of the Ho 
tel and Railroad News Co. If they 
apply to the newspaper offices they are 
referred to the Hotel and Railroad 
News Co. 

The Hotel and Railroad News Co., 
in addition to controlling the railroad 
news-stands, employs boys in all parts 
of the city, who wear badges. By an 
arrangement with the West End Street 
Railway Co., these boys are the only 
ones permitted to board the cars and 
peddle papers, all other newsboys being 
barred off. 

Almost every news-stand, besides 
having a counter sale for the papers, 
has a route, and in serving this route 
employs boys who deliver the papers. 
Others employ from one to four news- 
boys, who get out on the corners of 
the streets and sell the papers. 

A newsdealer having a route is very 
apt to, and many do, cut into the ter- 
ritory already covered by another, pro- 
ducing continual rivalry, but this, be- 
cause of the present system, cannot be 
helped. 

If the route covered by the Hotel 
and Railroad News Co. wagon extends 
a mile, then the first newsdealer 
nearest the center of the city receives 
his papers possibly an hour before the 
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ago 
ago. 


31 


last man on the route. The last man 
has to wait patiently until his turn 
comes 

In the meantime buyer comes 
along to go on the car, and stops at 
the store for a paper—it may be 4 
o'clock in the afternoon, too—asking 
for an evening paper—and is told that 
they haven't got it. The newsdealer 
loses the sale, and probably within 15 
minutes the car is boarded by a Hotel 
and Railroad newsboy who makes the 
sale. Or the buyer may get off the 
car in I5 minutes, stop at another 
store and buy the paper wanted. 

If the newsdealers could get their 
papers at the offices, then the most suc- 
cessful would be the most energetic. 

All told, the life of the newsdealer 
is not all sunshine, for he has no re- 
dress should injustice be done him by 
the company. He must pay for the 
number of papers ordered 24 hours in 
advance. On Monday morning, for in- 
stance, he pays for the number of pa- 
ordered for Monday afternoon 
and Tuesday morning,and soon through 
the week. On Saturday morning he 
pays for the Saturday evening papers, 
the Sunday papers and the Monday 
morning papers. 

All unsold papers are fully return- 
able, and are settled for each week or 
day, as the case and number taken 
warrant. 

Outside of the hotels the Daily 
Jeournaland World, of New York, have 
a sale varying from 2 to 20 each day. 
The /ournal leads in the amount of 
sales because they are more liberal in 
the matter of returns. 

Of the Sunday editions the Boston 
papers are in the homes by 8 a. m., 
and the New York papers are received 
by 10.30. They find a good sale, the 
World leading in numbers, and the 
Journal and Herald making a good 
fight between them for second place. 

The Sun comes next with a smaller 
sale, accounted for to the newsdealer’s 
mind because it is not illustrated like 
the others. 


some 


pers 


THE BOSTON GLOBE, 

The editor of the American Newspaper 
Directory says that the only Boston paper, 
printed in English, that has furnished him 
with a complete statement of all its issues for 
the year 1896, for use in his annual revision 
of the Directory for the edition that will ap- 
pear June 1, 1897, is the G/ode, and that state- 
ment shows that the Glode’s average issue 
was 188,091 daily and 251,485 Sunday. Der 
Tel legraph, a German daiiy, furnished a de- 
tailed statement showing its average issue 
during 1896 to have been 5,009 copies daily. 











Some News-stand Sales of B 
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One Hundred Stands visited b: 
PRINTERS INK’'S Am 


Numear, 


Dare 


Levestica toa 


Location oF Stamp. 


Tremont St, near Pleasant 
Tremont St. 
remont and Cabot Sts 
Eliot Sq 
Washington and 
1659 Washington S 
1488 se 
Unies Sates Hotel 
Ames Building 
Court St, roto Court of Records. 
20 Broad 
$53 Harriess Ave 
329 Harrison Ave 
8 


e+ Oneuwen 


SRISAEC SIS 6 


Boyistoa and 
Eliot St., near Park Sq. Station 
Washin and Hpilis Sts 

263 Dudiey St 

jor Dudley St 

Dudiey St. near Blue Hill Ave 
479 Dudiey St 

05 Dudley St 


Ses esevrenses 
sSSeI SL SES53 


128 Blue Spring 
Ham) 


Tremont & School ta, }wabaet King’s C! bape! 

76 pean 

67 Staniford 

Main, near Wieshrop (Charlestown) | 
Hanover S¢ 


ee eevee 
SV Sates 


Commercial St 
Kneeland St, block from B. & A. Depot 
Kneeland 
Shawmut Ave., near Pleasant + 


VIssersasecess 


2951 Washington St 

Cobden Pharmacy, W. M. Curtis, Prop 

Washington St. and Colembes Ave 

Washington St. and ¢ me 

t194 Tremont St. 

1144 Washington St 

to14 Tremont St. . 

790 Tremont St 

Tremont and W aon Sts 

Tremont and — 

E. Boston Fe: 

Mendian and 

on near 
8 Cambnid, 


se2essesesss 
Sllssaes sate 


Ss, E, Boston 


oo 
ee 


ASSVIISSES 


w 
ony 9 ee ° 
Sede Gh, anes ‘Baitiach Pi. 


SSSBSSECL ES ES RL LESS OCS 2s. 


* Figures marked with an asterisk indicate an increasing sale. 


or, 


tath, 13th, 14th ve — 1897. 


ATTENDANT ComPLexiow 


Italian Derk 
American 
American 


Smal) stand 
News s 
snette 


German 

Italsas 

Middle-aged Man (sm 
Young Man 
One-legged Man 


oman 
Englishman 
“ Den't-kaow 
Young Man 
Middle-aged, Gray haired Man 
Gray, Smooth-faced 

Four-eyed Oid Gentleman 
American 


Young Lady 


* Don't-know” female 

German Woman 

Olid White-haired Yankee 
shman. Drug store Fair 

Mulatto 

Dark 

k 

Four-eyed American 

Olid Man—a emoter 

Irish Womaa 

Hebrew 

Swedish Woman (N 

Girl, More of « cigar store 


y 
Old Mas 
Hebrew—tat 
Elderly Mao—thin 
German—steut 


Young Man 


Lady - on man 
Lady 
Red -fac a ‘Am nean 
Middle-aged on 
ad a mas asking same 


Drug store 


questions yesterday 


bent 


Young American 

Hebrew 

American 

itahan 

Fat Irishwoman 

Old Irishwoman itay 

Insh o 7 Red-haired 


Elderly Man 
Inshmap—rheumatic 
Red-taced Girl 
Young Man 
German 
Young Lady 
Lady 
Mao 


Gray 


Nine boys selling 


Two Ladies 
Man wears glasse 
Young Lady—rosy-cheeks 


y 
mur Boys and One Woman 

Man 

Young Mao 
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RECAPITULATION. 


ILLUSTRATING HOW COMPLETELY | | 


THE ONE-CENT PAPERS ARE COV- 
ERING THE BOSTON FIELD. 





Supposing these news-stands to fairly rep- 
resent the comparative distribution of the Bos- 
ton dailies in Boston, it shows the following 


interesting facts in favor of the Post: 


The sales of the Post are larger than those of any othet 
morning or any other evening paper in Boston. 

The sales of the Post are nearly double those of the 
Morning Globe and more than double those of any other 
morning paper. 

The sales of the Post are more than double those of 


the Morning Herald. 


The sales of the Post are nearly a third larger than those 


| of the Mornizg aad Evening Herald combined. 





| 


The sales of the Post are nearly eight times those of the 
Morning Journal. 

The sales of the Post are nearly four times large than 
those of the Morning and Evening Journal combined. 

The sales of the Post are a good deal more than double 
those of the Record 

The sales of the Post are more than nine times as large 
as those of the Transcript. ‘ 


The case of the Traveler is equally 
surprising. The figures indicate that: 


The sale of the Traveler is more than that of the Morn- 
ing Globe and greater than that of the Evening Globe. 

The sale of the Traveler is more than that of the Morn- 
ing and Evening Herald added together. 


The sale of the Traveler is more than five times that 
of the Morning Journal and more than five times that 
| of the Evening Journal, and nearly three times that of 
the Morning and Evening Journal combined. 

The sale of the Traveler is considerably more than fifty 
per cent larger than that of the Record. 

The sale of the Traveler is more than seven times 
as large as that of the Transcript. 
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A JOURNAL FOR ADVERTISERS. 


# Issued every Wednesday. Ten cents a copy. - 


Subscription price, five dollarsa year, in advance. 
Six dollars a hundred. No back nunibers. 

t@ For ten dollars, paid in advance, « receipt 
will be given, covering a paid subscription from 
date to (January Ist, 1901) the end of the century. 

(2 Being printed from plates, it is always 
possible to issue a new edition of five hundred 
copies for $30, or a larger number at same rate. 

¢# Publishers desiring to subscribe for PRivt- 
ERs’ INK for the benefit of advg a may, 
on application, obtain special confidential terms. 

t2 If any person who has not paid for it is re- 
ceiving PRINTERS’ INK it is because some one has 
subscribed in his name. Every paper is stopped 
at the expiration of the time paid for. 


Oscar Herzserc, Managing Editor. 
Prater Doucan, Manager of Advertising and 
° Subscription Department. 


New York Orrices: No. 10 Spruce STREET. 
Lonpon AcentT, F. W. Sears, 108 Fleet St. 


~ NEW YORK, APRIL 28, 1807. 





THE only morning editions we use 
are the Sunday papers.—Charles F. 
Jones, of Siegel, Cooper & Co. 


JoHN BRISBEN WALKER, proprietor 
of the Cosmopolitan Magazine, says that 
the Ladies’ Home Journal, of Philadel- 
phia, is the best edited periodical in 
the world to-day. 


OAK PARK, two miles west of Chi- 
cago, has a population of less than 
5,000, but the actual average circula- 
tion during 1896 of some of its news- 
papers was as follows : 

Week's Current 
Intelligence 
Deaconess Advocate 


15,072 


AvucustA, Me., always shows a re- 
markably large output of second-class 
matter. In 1896 the Vickery and Hill 
Lists had an actual average monthly 
issue of 1,522,823. Lane's Lists 
probably print more than a quarter of 
amillion. Com/ort, which in past years 
has shown a very large circulation, un- 
doubtedly still has a large issue. 


A BOOKLET just issued by Rogers, 
Peet & Co., N. Y., called ‘‘An Open 
Correspondence,”’ is unique in its con- 
tents. It consists of fictitious letters 
supposed to be written to the firm, and 
the answers of the concern to these 
letters give a mass of interesting in- 
formation about what is proper to wear, 
how to order it, and every other detail 
in which a prospective buyer of clothes 
would be interested. The Little 
Schoolmaster ventures the assertion 
that any one at all interested in what 
he wears would be interested in this 
refreshingly original booklet. 
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ADVERTISING is the sail of the com- 
mercial ship ; but without a rudder the 
ship may be blown out of her course. 
Misdirected advertising is often worss 
than none. 


Gov. BLAcK, of New York State, 
on April 17 signed the Ford bill 
which makes it a misdemeanor t 
place advertising matter in the lett 
boxes of flat and apartment houses 
New York City. It frequently hap- 
pens in New York that the postman 
finds letter boxes so stuffed with ad- 
vertising matter that he cannot put in 
the mail. The new law, therefore, is 
aimed at a genuine abuse, agains! 
which there has hitherto 
remedy. 


been n 


THE Werner Company, of Akron 
Ohio, proprietors of the great educa 
tional magazine, Se// Culture, have 
sued a copyrighted work, called ‘‘ How 
to Read and Mark Proof: A Desk 
Manual for Advertisers.” The pub- 
lishers state that the little volume ha 
been prepared especially for the use of 
advertisers. The manner in which ad 
vertisements are set and displayed 
often just the difference between a 
good advertisement and a bad one. It 
is vitally important, therefore, say the 
compilers, that the person who reads 
proof should know exactly how h« 
wants his advertisement to look whe: 
in type, and also how to indicate his 
wishes to the compositor. The entire 
booklet is reprinted elsewhere in thi 
number, as being of interest and value 


Mr. G. H. E. HAwKIns, the adver 
tising manager of the Stearns bicycle 
sends to PRINTERS’ INK an ad of 
Ayer’s Sarsaparilla, entitled ‘‘Sarsa 
parilla Sense.”’ He also incloses an 
other announcement, entitled ‘ Bicycle 
Sense,” put out by Cline Brothers, a 
firm of bicycle agents in the city of 
Washington, the wording of which is 
similar to the Ayer ad, save that it 
talks of bicycles instead of sarsaparilla 
Mr. Hawkins says: ‘‘ The second is a 
dead steal from the former and should 
be shown up.” Why? How does it 
injure Ayer to have his ad thus utilized? 
The Little Schoolmaster is afraid that 
clever and original men like Mr 
Hawkins have too little toleration for 
people who adopt other men’s ads. 
There is certainly no objection to the 
practice when the products concerned 
are so diverse as bicycles and sarsa- 
parilla, 
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ADVERTISING FOR RETAILERS. 


Advertisers everywhere are invited to send matter for criticism ; to propound problems and 
to offer suggestions for the promotion of better advertising. Send newspaper ads, circulars, 
booklets, novelties, catalogues. Tell your advertising troubles—perhaps PRINTERS’ INK ( Tne 
|.itthe Schoolmaster in the Art of Advertising) can lighten them. Address all communica- 

tions to the Editor of PRINTERS’ INK. 

naw ews 
tor of Prinrers’ INK: / and readable. The reading matter, 
se two circulars that I am going to however, is not as good as it should be. 
business men here and around this There are ¢ : 1 ides t hey 
and would ask what you think of 1ere are many good ideas, ut t cy 
and if you think they will sell the are not brought out strongly. There 
? I shall address each sheet and copy js a lack of convincing logic about them. 
as to give it the =P yearance of an in- These adsare infinite] be hz k 
ial letter, and shall mail them sealed. 1ese adsare inhinite y etter t lan much 
circulars des vibing the articles, and in bicycle advertising that is being put out, 
se of out-of-town le en printed re- but they could be improved, I repro- 

lope, will be inclosed. aie . . . » i 
Yours truly, Wm. N. Gruss, duce several to show the best points. 
rhe Yellow Fellow Club, free repairs, 
desire to ail ur attent to two very 

sary office accessories, and would re- the riding school and the 


low amounts 
that you give the inclosed circulars a 
11 examination, believing that you will 


required for instalments are all good 
yaaa ea things to emphasize. What I don’t 
nefited erebdy. ™ . . 
e Victory Telephone Tablet and the In- like about them is a certain affectation 
‘heck Perforator are two articles of style which sounds insincere : 
hould be in every office where the on 
s used and checks are drawn FP XHE Yellow Fellow Club is a New York 
s always re ady to take your memoran organization, all of whose members 
and the latter insures your checks ride Stearns bicycles. They have a club 
t alteration ; ; — house and enjoy free privileges. You can 
inclosed circulars fully des ribe oth, join it by buying a Stearns 
ask as a favor to me that you will read comfort and satisfaction in the suggestion, 
arefully, and if you are not already sk us about the Yellow Fellow Cc lub. 
led with them, let mesend yousamples, - 


h will be done on receipt of the retail A PRETTY little miss in short skirt and 
; with the distinct understanding that gaiters came in our store the other day 
may be returned in good order, and your to have her chain tightened (such service as 
y will be refunded by return mail; Wwe render any Stearns rider gratis). “ 1 like 

D. if you prefer the Stearns wheel,”’ she said, ** because it’s so 
low price ma them within the reach light and easy running Why, it almost runs 
and when once used they become in- without my help! Then, too, it’s easy to 
sable. A practical test will be allowed mount, and allows ample room for the skirt. 

1 desire it. As a matter of protection HIGH-GRADE bicycle, to be worthy 

1 time-saver, it will pay you to dis — d of its name, should possess four virt 

, -style expensive punches and use the es—lightness, strength, grace and ease of 
ble. Yours respectfully, running. 


there’s cycling 


. : Ihe Stearns was the first light bicycle in 
hink the circular ve ry well written which strength and durability were not sac- 
the idea very good. It ought to rificed; its graceful lines are copied through- 
vie beisineen. l do not place out the trade ; its proverbial easy- running 
Ss qualities are due to pertect construction, 
stress on the se parate addre SsIng rigid lines and scientific lightness. 
ich sheet, unless it can be done in 


. UR riding school, open to all purchasers 

1 way as to be beyond question. ( of Stearns bicycles, is an inducement 

t of the work of this kind is very °t. needed when the merits of the Yellow 

é | times irritates the Fellow are understood : 

parent, and sometimes irritates the Fhe wheel cells ieeelf. Competent inctrese- 
ver that it should be thought he ors teach you to ride. 

i so easily be deceived. Machine Come in and talk 


k does not match type with suffi- GQ!" K purses are not made from sow’s ears 
t exactness not to show the artifice. —nor good bicycles from castings. 

° , . The Stearns is built with greatest care 
erwise, your idea is highly COM- from best material obtainable. 
lable. x * It’s a thoroughbred 

* Sold on instalment vlan for $5 down. 


bicycle 


Che Stearns bicycles are being ad- 
ised in the daily papers by a series 
four-inch ads that are as tasteful 
graphically as any I have seen. 
h has a fetching outline cut and a 


*x * 
x 


The Southern Manufacturing Co., 


of Richmond, Va., sends a series of 
newspaper ads used to advertise their 
paragraph of reading matter. ‘‘ Good Luck Baking Powder.” They 
few lines of display are set in the are all set in the same style, with a 
Satanick ” ; the body in Old Style De Vinne head, and body of ad in 
nan, Theappearance is neat, clean Roman, A border would have im- 
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proved them mechanically. The ar- lowness of price, or the question 
guments used are not as good as they quality, or the fact that all groc 
might be. The phrase, ‘‘A trial.can have it? Any of these is logically 

carries conviction,’’ and the statement ducible from the ad. If in the G 
that half a million housewives in the Luck powder it is a question of qi 
South use the baking powder, are ity, not quantity, it means that less 
good, but the ads themselves are often given for the same money than is t 
either vague or contradictory. It case with other powders. If cust: 
should be remembered that the adver- ers will be prejudiced against it 

tising of a baking powder is general account of its low cost it means t 
advertising, that it has to compete it is cheaper than other powd: 
with some of the best advertising done, which contradicts the above. In ot 
and that other baking powders have words, the ad is suffering from ver 
already built up a reputation. ‘The se- strabismus. 
ries of ads I have here is not explicit. 

Take, for instance, this ad : 


* & 
* 


Editor of Printers’ Ink: 





I control the street cars here, with ad 


MANY A G00D JUDGE tising privile ges extending to the outs 
of Baking Powder has been prejudiced the cars. I am renting bz age space 
against ‘Good Luck” by its price. Con cloth banners 3 feet wide by 15 in le: 
viction of its merit comes with using a trial Now, to come directly to the point 
can. question is this: | have two customers 
Are you open to conviction ? on long-term contracts, using the 
A just skeptic will phone his grocer for a 4S; one customer's contract is for 
trial can to- ie. ners to run 15 consecutive days 
- a month (he alternating with some one 
Theie are three faults in his ad who uses the other 15 days) ; the other 
which are glaring. Why advertise a Comtract is for s banners to run continu 
i. : z h: _.. or 30 days of each month. Which 
defect? The ad suggests that many hetjer plan of the two? Your criticis: 
will be prejudiced, which is one way this question will greatly oblige m« 
to create prejudice. It says, ‘‘by its wrote a similar request about a mont! 


ico.” | foes wanlas I “wad but never heard from you regarding 
price, mut does not explain why the paveten cars in all, which cover the 


price should be prejudicial. It does Yours very truly, J. H. Fa 


not say whether the price is higher o1 I am of the opinion that five bani 
lower than customary. If it is lower, displayed continuously are better t 
the fact should be stated andexplained; twice that number displayed e1 
if higher, it is equally important. In alternate fifteen days. 
one case point out the saving in money *,* 
on an equally good powder; in the 
other show that the extra good quality 
is more than worth the high price. book titled. “Sj < 
In the last line the ad says: ‘‘A just ane phe See, sgt ae 
; nee , . 1” 7 Soda. The front page illustrat 
skeptic will phone A7zs grocer. rhere 5 
shows a glass of foaming soda wat 
are some few men, bakers and chefs ith four little bird ae 
and the like, who buy baking powder, bs a Th * eats Nee 
d n »dloe y r »] stratio S 
but they are as a drop inthe bucket 5 lee ant si la ™ in = 
beside the women who buy it. Ad- 1. a, oe tk: ponerse a ta 
vertising of this kind should always ote adhe “ all" . ees 
appeal to women. This would be a anor t nd oe sat ia i a e dee 
good line if it said ‘‘ her grocer.’’ ° Me ag fc 7. os . It 
Here is another ad from the same 22@ , 50¢@ fountain people, it 
righ ’ : handsome booklet, containing 
series, which has some of the same in- “*. 
consistencies : vincing matter, and ought to 


a = business. 
PEOPLE WHO WANT THE BEST 
in everything use Good Luck Baking A pretty folder comes from M 
Powder. It’s not a question of quantity, but ett’s, advertising their children’s 
quality. yartment. I don’t know where M 
Here is a point for the housekeeper who P i Se ee . - k i : 
fails to use Good Luck through price-prej- tt S 1s, as the post-mark on the ¢ 
udice—lowness of cost. ope is illegible. The only ad 
All grocers have it given is 213 to 219 Summit street 
A trial can carries conviction. is 2 large store, I infer, and I su 
I fail to follow the argument. What every customer into whose hand 
is the point for the housekeeper who folder can possibly fall knows 
fails to use Good Luck? Is it the city Mockett’s is in. Still, it is al 


The Blue Seal Extract Co., of | 
ton, Mass., sends me a beautifu 





* & 
~ 
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address 
that 
may 


to add the o the 
y smal] imprint informs 
printed in Toledo, which 
vere Mockett’s is ated Chis 
e only adverse critici to be 
on 1 older On front 
good | ilf-tone of a 
baby boy, and Eugene 
s pathetic verses ut ‘* Little 
Blue”’ eprinted Che other 
pages are handsomely illustrated 
1 about Mockett’s b 
thing. It is printe 
rown and blue The 
heavy enameled stock, wl ch 
much to appearance It 
s with this inviting announce- 


town t 


me 


Is a 


' tt 
pretty 
VS an 
pa- 


its 


MOTHERS-- 


this well-lighted, comm 
replete wit mfort 
—waiting-rooms, toilet apart 


will find 
artment every « 
nvenience 
, lavatc 

the elevator 
rselt é t 


ries, etc 
on entrance 


, whether 


ke 


ace folder, 
Paste, 
This 
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very commonp!l 
the Diamon 
e for criticism. 
at Albany, and 
paste factory in the 
ng to the circular. T 
ritten and convincing, 
one inte! 
and part 
printed The only « 
to it its form. 
with more | 
phically 


surer ¢ 


has 


paste 


and « 


terest any In paste 
It 
mn 


Somethir 


ested 


es prices iculars 
pyecti 
1s 
and 
ed typogra wouk 
and be f preservat 
* * 
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ADY-MADI 


t write these ready-made 

wherever they are fi i 

to the author when he is known. Contri 

sof bright ads are solicited rhe name 

vidress of the writer will be ed, if he 
t } ot 


es it to be I 


ADS 


They 
und, and credit 


ads are 


, redit /urniture Hou 


Keep Me Baby 
Fat and Plump! 


INK, 


Some Shirts 


trying 
ittont 


and 
i thet 


| Painless 
.. Extracting. 


Saving a dollar arning one (it 


numt thir you can buy), 


good 


increases the 


1a dollar save n dentist is as as 
ther. 

tremember—saving at the 
Don't 
entists. (Our prices are 


the highest grade of work—no 1 


Your Baby’ s 
First Tooth 


Is hailed with 
your 
dren’s 
Why ne 


st of qual 

‘cheap”’ 
as can be for 
wer, 


wise patronize 


as low 


tut why relax 
attentior na i Ww your chil 
teeth ind break off ? 
t I den 


ay 
il reliable 
that are healthy 


nea 


If You’re 


cht'Inva Hurry, 


a merchant tal 


le t , 
Hats Fur 


and 


St 


a Shoe 


An Ill- Fitting Shoe 


1s like 


re. 


ience 


ways 


feet 


perfect 


I hitting 


ra ent 


Artificial Crowns. 


1 patre nize 
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SPECIAL SALES FOR COUNTRY And we can answer, “ Yea, | 
STORES, they do.”’ 


EVEN THE CROSS ROADS sTORE witt , Of @ truth I believe there is 
FIND THEM PROFITABLE wuen ©/4SS of people living who are as m 
PROPERLY CONDUCTED. susceptible to inducements of 

scott kind as are the people of the fa 
Can a ‘‘quarter-off’’ sale, or special And the fact that the cross r 

bargain day sale of any sort, be made merchant will, on a stated day, p 

a success in a store which has a general cent more on the dozen for eggs, 

merchandising business to a patronage sell calicoes, overalling and the lik: 

of purely country folk? a big reduction, will be spread 
more area of country and 
talked of more persistently 

QO | the people than are some of 

uarter mammoth sales carried on 

So eseainenieainaaneaiiiaumimeeeil 


the city merchant. 


Having given the advertis 
Off Sale! of country stores some lit 
attention, Iam convinced t! 

etna 


the same plans of advertis 


COMMENCING | adopted by the city or vil 


| merchant can be successfu 
MONDAY, JAN. (32% aaa i tea * 
store. TI ople as a wu 
And Continuing to Saturday wont bergains and the far 
Is no exception. 


Jaruary, 25th, 196m The succesful advert 


and carrying out of a twe 
ft WILL SELL MY ENTIRE STOCK O days’ ** quarter-off sale.” at 


country cross roads store, ] 

come under my observat 

and demonstrates the possil 
| ties of good advertising. 


Mr. G. D. Brown, of Sewar 


Boots, Shoes, tt Crockery, Glassware, Ohio, is conducttrg a gene 
| Store at a country-cross ro 
Lamps, Hats, Caps, Gloves, Mittens ten miles from “any railr 


y size. | 
at CooFyerth 08 3 lar Prices. AsI have always bought only frst- pom or town of vig gery 
have ‘Stock or Old Shoddy Goods 4 offer.| decided to try the effect of a 


“cc 





class goods, 
It is a well known tect ‘that l carry the Largest and Must Complete sock of 7 of ‘ 
goods to be found in any country store in Obio. This gives the purchaser the| Vertising a ‘* quarter off sale 


Ten inches, double column, 
THE WIL space was used two weeks i! 
RE L_BE NO RESERVE, local weekly covering the fir 
AS I HAVE TOO MANY GOODS and and 500 circulars — 
. quoting cut prices. iat 
Too LITTLE CASH... ... experiment was successful « 
Below are just a few of miy prices : be shown more clearly by us 
a Mr. Brown’s own languag« 
In Dry Goods / Have ‘*My twelve-day sale, 
Ladies 25¢ Underd=ar.....(@ 19 cents All Wool, 0c Dress Goods,  @ we) cluding Saturday, the 25th, 
“adies All Woot “ante wm! advertised, was a ‘rand suc¢ 


advantage not valy of LOW PRICES but a very Large and Extensive Stock | 
tte sciges Prom 

















PORTION OF ONE OF THE BROWN ADS. although the times are 
and money hard toget. E 


Does the heavy draft horse of the cially was Saturday, the 25th, 
farm care as mucn for an extra or cessful. For instance, on that day 
special feed of oats as does the spick sold 1,500 bars of Jaxon soap, w 
and span ‘‘four-in-hands” of the city? a ten bar limit; 200 lbs. of raisins, 2 

Pertinently put, does the farmer and _ Ibs. of rolled oats, 60 gallons of syr 
the farmer’s wife have as much desire and other things in same ratio. E 
and determination to save a nickel clerks were busy from morning u 
when the opportunity is offered asdo night, and as many more could |! 
their more aristocratic uncles and been used if we had had the ro 
cousins of the larger cities? We were utterly unable to do just 
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ur customers, and many went away 
ut being waited on.” 

Mr. Brown satisfied himself that 
» was something in good advertis- 
when properly backed up with the 
is, and is at present engaged in 
milar enterprise. 

,00d advertising will pay anywhere; 
the advertising of the country and 
ge stores, asa rule, shows the need 
he adwriter more than any others 
resent. C. R. P. WaAtrtz. 

Delta, O., March g, 1897. 


Gray & Greenwell sell dry goods, 
pets and cloaks at Mt. Sterling, Ill. 
ey have strong and intelligent com- 
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They carry space in two of the three 
local weeklies—one representing each 
of the dominant political parties—and 
no issue of either ever appears without 
their advertisement. Again, no ad- 
vertisement ever appears more than 
In the paper of largest circula- 
tion they carry a half page, in the 
other a double half column; some- 
times they use more space, never less, 

I asked Mr. Gray, the advertising 
man, a few questions as to his methods 
of publicity, and the substance of his 
answers is herewith reproduced: ‘‘Our 
average yearly expenditure for adver- 
tising is $400, the bulk of which goes 
to the local newspapers. We don’t 


once, 


_..A MONSTER MERCHANDISE A OVERS 








GRAY & GREENWELL. 
Saa= 


Two grand events-- 





-compettioniless, matchless 
money-saving possibilities, overtowering all similar events 
ever attempted in Brown county 


GRAY & GREENWELL. 








-sees- 


Its the power of price coupled with quality that gets the business _ 





Event No. 1. 


ny Linen Sale.. 


Ww worth picest weaves of the looms are opr av 
— $b —. > rie eof it is yours fay the askung . . , 

“ 

DAMASKS——a 

4 wry ved damask. worth 26. This sa pane 

4 inch oe Ths ale 

te 


CRASHES—As Nowhere Else. 


other merchants ask 8 


Our sale price 


ached buck ¢ on worth & 
Napkins and Geudioteatveteans een anced 


d 20040 fringnd towel, worth 10 


This sale 
» sale 


leached and unbleached. w 
and $1.00. This sake - 


Quiy 2 Few Mere Days of The 
Grand [Money Seving E 
Re 
We are not 
4 (S THE POWER THAT MO a, 


ESS W yo valle we MUST 
E FOR OUR GOODS, 


om 209 
$2.50, $2.00, 51.00 and Soe 





Event No. 2. 


January Clearing Sale 
WHEREIN goes every dott worth of They must we wes 
hy 4 (Ar cae mae y by taining ob caw ow taal ves 

CLOAKS—As Never Before—Your Last Chance. 


All chikdren’s jackets. worth $2.50, 63.50. 84 and % Cut to #2 and gt 
cach 14, 16 and 88 size. worth S15, $10 ind #6 


m worth 820, #44, 612.50 and #10. Go this sale at $8 
m boacle end Seow eo ad yp ght ht Pe ™s 


“ 
oe 





these lunes caretully— they ong ceny Hays and cement tu hts ir abaye adver the ebro eet 
always “just out.” 





ALL WE ASK ISA RANE TO FA 


GRAY & ‘GREENWELL: TAT a Se YON Ge 


A el a ee, ee el 


tion—competition that buys news- 
r space with an unstinted hand, 
that avails itself of all legitimate 
1ods of publicity. Mt. Sterling 
about 2,000 people and only the 
of the agricultural community 
ediately surrounding to sustain it. 
re are five other stores handling 
same lines as Gray & Greenwell. 
obvious, therefore, that a business 
shows a steady growth in the 

of such conditions must be able to 
that growth to some particular 
Gray & Greenwell attribute it 
ersistent and continuous news- 
r advertising, backed up by a dis- 
tion to observe both the letter and 
spirit of their advertising promises. 


spread much paint on the fences of our 
country customers, although we use an 
occasional sign, notably a large one 
on each of the main roads leading into 
Mt. Sterling. I believe such adver- 
tising has some value in that it familiar- 
izes the public with the firm name and 
brings the other methods of publicity 
used by the firm to the minds of possi- 
ble customers. It is not possible to 
trace results to it, however, and I 
think it is valuable only as an adjunct 
to newspaper advertising. We donot 
use circulars, because we can reach 
any one who will reada circular just as 
well through the newspapers, and at 
less cost. People who do not read the 
newspapers do not buy much and do 
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not read circulars, either. Local read- 
ing notices are good; I prefer them 
to small display space. <A _ fowling 
piece has no place in the economy of 
a bear hunt. The auctioneer who 
sells goods must speak above a whis- 
per, and the advertiser must do the 
same. For that reason we use plenty 
of space and emphasize it with big 
type and the price of every article 
offered for sale.” 

Questioned in regard to special 
sales, Mr. Gray continued: ‘*‘ We have 
a special sale every week in the year. 
We quote a price on the article that 
will bring people to the store. We 
are careful to sell it at the price ad- 
vertised, and to have enough of it to 
last during the sale; then we restore 
the former price on the article. But, 
in the meantime, our profits on sales 
of other goods have more than coun- 
terbalanced any failure to make a 
profit on the ‘sale’ article, and we 
have gained new customers -besides. 
We know that advertising pays; we 
rarely run an advertisement to which 
we cannot trace direct results, and oft- 
times what we consider the most in- 
significant thing in our ads brings the 
most queries and the most customers. 
This proves that people read adver- 
tisements carefully.” 

Gray & Greenwell carry a $10,000 
stock. Their goods are, probably, 
neither better nor cheaper than those 
of their competitors, and yet their 
business has steadily increased during 
the year in which the present firm has 
been in charge. Mr. Gray thinks it is 
all on account of the advertising din 
he has raised. J. E. House. 

eer 

THE PRESIDENT'S SCRAP-BOOKS. 

Among the things which every President 
carries away from the White House with 
him, says the New York / st, is a set of 
scrap-books containing the clippings, edito- 
rial and news items concerning the Adminis- 
tration during its history. The work of 
selecting these clippings is the greater part 
of the duty of one clerk, who receives $2,000 
a year, and the books in which they are 
»asted cost about $4 each. A clerk at the 
Nhite House is authority for the statement 
that upon just one occasion in his adminis- 
tration has Mr. Cleveland asked to see any of 
these books, and yet the scrap-book institu- 
tion has come down from early times, and no 
reformer probably will ever change the cus- 
tom.—Church Standard. 


READING THE ADVERTISEMENTS. 

Reading the advertisements is the next 
thing to a tour of the markets. Read them 
habitually, every week, and as soon as pos- 
sible after ‘the aper arrives, as there are al- 
ways liable to be special offerings which you 
may wish to secure.— Dry Goods Chronicle. 


AN 


a he 


rel 


SCHEME, 
By John Chester. 


s in London a firm 


kno 
the peculiar name of the Koko-M 
pas Co., Limited, and the « 


omp 


at present advertising ‘‘ Koko 
hair remedy, to ‘‘insure magnit 
tresses,” 


dandrv 


iff, 


Whether the rem 


edy 


good or not is not apparent, 
from some very flattering printed 


monials ( 


praiseworthy. There may be a 
in the 


ir 


cure baldness, and era 


one from the granddai 
of Queen Victoria). But th 
ing of this firm is unique if not 


madness, but the 


ea 


m 


foll 
announcement does not seem to 
cate perfect sanity on the part 
advertising department: 


£1, 000 Cheque! ! 


( 





A Che 


jue f 
¢ thro 


this a unt, Payable to 


pass over London on MAY 13, 1897. 


' 
{ 
ta 
Balloon 


Ch 


E 


Tow 


leques f \ thrown 


OATES will be pve wtised in rte Local Papers 


of each Town. 





Paradoxical as it may seem this 
an ‘‘elevated’’ style of advertis 
It smacks of the circus andt 


bank, 


but w 


t 


j 


he m 


and it does not instruct us 
in the merits of Koko. If 
is ever found, doubtless the 
remember Koko as long as 
else will it impress 
of cour 


ho 


favorably? The scheme will, 
isiderable talk—about 


cause 


check 


col 
an 


1 the balloon—bu 


start any comment about the 
Koko, for noattempt is made to 
onstrate them. 

If that $5,000 had been distri 
publicly to | 5,( 00 deserving poor pe 
it would have secured plenty of 
advertising, had a more 


effect . 


more profitable investment, 


compal 
money 


zines. 


an 


ly 
to 


d probably have 


with the curious 


the 
find 
he 


} 


t it 


( 


Ww 


mer 


ext 


pro 


nam 


er 


ve 


but if 


throw out of balloon 
should spend more in legitimate 
vertising in the newspapers and n 


-o 


I! 


r * FINDER 
wn fr the KOKO Balloon, 


1V 


V 


A MATTER FOR CONGRATULATIO 
Critic—W here did you get the i 


poster picture ? 


Painter 


Critic 


y 


> 
Out of my head 


»u must be glad it’s out. 


dea 


7 


f 


ftt-l 


E 


\ 
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DIGNITY AND 
SIGNS. 


HUMOR OF 


ere must be considerable vitality 


has 
As far back as 


tom which survive 
yusand years 
ginning of the 
rlic 


er Italian 


Signs were 
1 tr 
IS (Ure 
enerail, an 


much 


gay 
curly pate 
its fellow 
supporting 
ss their sh 

the 
Picturesq 


1 
ls were th 


mart 


ol develope 
Middle Ages of merry 
hall and _hostelry 
interesting 


our 
the 
when 


made and be: 


irving, forging and lin 


sand armorial bea 
ral fruit of the days 
for 
em 
fish 


first these, the 
blem 


heraldic and 


iimals, birds, 
s of a rel 
martyrs, and s 


s and me 


mechanics, the tools of 


Gradually, however, 
pted 


} 


il nature 


they bec 
or changed f her f 
touch with 
those in 


or more 


entiments of power, 


e in many cases they were pun- 
The Di- 


names, too, 


coffee 


humorous 
combination 


or comic 
ot 
lly over inns and 
excited 
wns for many 
sh Apollo ”’ 
I’m amused a 
As I passthr 


o see the 


houses, 
ol anti- 
the 


the researches 


years 


sings in 


eagl 


nd 
and 


sh 


Yet there is no doubt the axe and 


INK, $1 
bottle was a corruption of battle 


leg and seven stars i 


been an 


while the 
illiterate ce 


have 


om the ind the seven 


seven I 1 


league 
rs, Provinces. 
Many 


Innkeeper juartering 11s 


married 
father-in- 
ld. hus, 


roba ° in ich ¢ p as 


se, too om ¢ wly 
law s I upor Ml ii¢ 


cts which 
a little 
for 
bird 
mascot, for 
landlord 
ed it more dignified 

plebeian ‘‘ pie’ from his 
retain only the royal crown. 
that their nut- 
not from the 
and crown,”’ fancied the ale 


istically, 
te, flamed 
here the 

een the 


t when the 


finding 


ms 
1S, g 


s came 
so good, and business at once 
Mine host sold to his 
I wise in 


out 
being his 
1 the ale hi 
ithe magpie to his 
nt of the d« Im 
n floated back again, 
1a wealthy man 
picturesque departed 


OT. 


il England when the 
declared 


y law, 


signboards were 
b be- 


us and prohibited 


d by flat, stationary 
a few live 
Every one is famil- 


ones ; 


signs con- 


triped barber pole com- 
the fact that the hair- 
e also practiced the sim- 
the 


nemorating 
surgery, three gilt 

balls of the pawnbroker, and the ‘‘ to- 
| : portal of 

weec 1s retailed, 
containing a climbing squirrel 
with be 


bac« shops 


where the 


A cage 


narcotik 


idorned lls was formerly the 


1 


lark ol 


a tinman 
original of barbers’ 
road, 


salom hanging on 


indispensable n 
One of the most 


Signs ired on the London 


d Al 


with these 


ap ec 
and represents 
a tree, lines 
If thou t 
Thou hadst n 


Nor is France slow in the matter of 
That was a clever, if not over- 
I renchman 


signs. 

truthful, 
at the 
is to be seen 


lous 


who announced 
** Within 
celebrated fabu- 
rabbit 
many 

dis 


a jack- 


his cafe, 


the 


entrance of 
alive 
animal, the offspring of a 
lured by thi 
la 
porting in a tub of 
rabbit placidly regaling on carrots and 


leaves. But where was the offspring ? 


carp gayly 


water and 
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Nowhere visible; and it was with a 
regretful though grand air that mon- 
sieur stepped forward and explained, 
‘* Ladies and gentlemen, the wonder- 
ful animal is not to be seen at this 
moment. The great M. Cuvier bor- 
rowed him this’ morning, to exhibit 
him to the learned members of the 
Royal Academy of Medicine; but 
there are his father and mother.” 

This may have raised a laugh, but, 
as P. T. Barnum said, ‘‘ The public is 
easily humbugged,”’ while it is, withal, 
very good natured. Numbers, then, 
viewed the fish and rodent curiously, 
while some went away muttering, 
‘‘Well, they certainly are different 
looking from other rabbits and carp.” 
Who has not heard of ‘‘ le Chat Noir” 
of Paris with its black puss for a sign? 
And a worthy forerunner of this resort 
of artists was the ‘‘ Lapin Blanc,”’ 
which existed until the early sixties 
and was brought into prominence by 
the ‘‘Mysteres de Paris.” ~There, 
until the end, the stuffed white rabbit 
held his post, growing dilapidated 
with the lapse of years and losing his 
red eyes, but still keeping watch and 
ward over the bottlesof absinthe, par- 
fait amour, eau-de-vie, etc., with an 
old bust of Brutus adorned with spec- 
tacles on his nose and a garden-hat set 
rakishly on his thin locks. They 
were as much a part of the place as 
the ‘‘ ogre and ogress ’’ who dispensed 
hospitality and pointed out the prints, 
images and verses upon the wall, pro- 
ductions of Eugene Sue, Pierre Du- 
pont, Taglioni and others, and all in 
honor of the white rabbit. 

The colonial days of America were 
too serious to permit of much humor 
in the manner of signs, and primitive 
New England was particularly barren 
in this respect. What there were were 
probably of a moral character, since 
an old chap-book of the time of Wes- 
ley and Whitefield ungrammatically 
tell us that ‘‘signboards are spiritual- 
ized with an intent that when a person 
walks along the street, instead of hav- 
ing his mind fill’d with vanity and 
their thoughts amus’d with the trifling 
things that continually present them- 
selves, they may be able to think of 
something profitable.” 

The Middle and Southern States, 
however, were broader. In Philadel- 
phia particularly, signs, ere long, 
became almost works of art—espe- 
cially those painted by Matthew Pratt, 
many of which were likenesses of the 
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distinguished men of the day. B 
more, too, was graced by the sig: 
the ‘‘ golden hare,’’ the ‘‘ seven st 
sparkling in a blue sky, the ‘ 
pole inn,” and the ‘‘ General Way 
with its full-length portrait of M 
Anthony in full continentals. 
Traditions of New Amsterdani | 
preserved only a notice of the ‘‘« 
ing rooster,’’’which served as a w: 
ercock and also guided the Kn 
bockers to their beloved schn 
but later there was a spice of » 
the sign of the old New York co 
house which displayed a sirloin 
with the appropriate Shakespea 
quotation, “If ’twere done when 


done, then ’twere well ’twere 
quickly.” 
To America, however, has 


given the credit of originating the 
bacco boys’’ mentioned above 
numerous were these wot »den man 
at one time, it is scarcely surp: 
that a foreigner on our shores sh 
have asked if they were the statu: 
our greatmen. In these trade-ma 
the three uses of the weed were re} 
sented by the smoking Dutchman, t 
Highlander with his ‘‘ mull” of s 
and jack tar with his quid, as we 
Indians, Negroes, Turks and berut 
Sir Walter Raleighs. These last, ; 
ticularly, were prime favorites in | 
land, when the idea found its 
over the water, and one figure of | 
nobleman appeared with this inscr 
tion : 

Great Britain to great Raleigh owes 
The plant and country where tobacco gr: 
Thereupon some malcontent scraw 
below: 

To George and North Old England ow 

The loss of country where tobacco grow 

Oddly enough, a dairymaid is | 
tobacco sign par excellence of Holla 
and the tobacco-vender’s motto 
‘‘troost for zuigelingen’’ (‘‘ cons: 
tion for sucklings"’). 

Were we all versed in the Mong: 
tongue, it is in the Chinese quart 
of such cities as San Francisco 
New York that the greatest dig: 
and poetry of our signboards cou! 
found ;.while we may add to the 
terest of some to know that these 
never put up without profound con 
tation with some wise man and ela 
ate religious ceremonies. For insta! 
*““Shun Wo” above a laundry 
not indicate the name of the prop: 
tor, and, far from warning you f1 
the spot, it assures the Oriental t 
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t is the seat of faith and charity. 
e same way Wa Yun is the sign 
the flowery kingdom, and Yan On 
ing bespeaks benevolence, peace 
affluence. The vertical signs of 
thecary shops announce them as 
e hall of the approved medicines 
every province and every land,” as 
‘hall of harmony and the apricot 
‘* great life hall.” 
revel in fanciful 
es, such the ‘* fragrant tea- 
nber,”’ the ‘‘almond flower cham- 
‘and the ‘‘ garden of the golden 
ey’; while one and all 
crooked hieroglyphics ‘‘ Manchou 
Chinese animal and vegetable food 
he meal, with wine, diversions and 
tertainments.”’ 
Grandiloquent as this seems, does it 
t lend a halo of grace to the com- 
things of life? Signboards are 
signs of the times, and in their 
ry can be traced the history of 
ization, Gone are the rough at- 
ts at carving the emblems of 
on mercantile walls; gone the 
rde, creaking, but picturesque sw ing- 
signboards ; while rapidly follow- 
in their wake are the manikins of 
ness, the tobacconist’s aboriginal 
rican, and the ‘‘King Gambrinus” 

» beer-seller. 

the need and the crafts that 
ited these still live in more 
tic modern poster. A movement 
ted only a short time ago in France 
ise the character of the often eye- 
nding afiche has met with warm 
wt and spread far and wide, until 

t competitions held on this side 
he Atlantic have shown that art- 
ents of two continents are ready 
eager to furnish designs and win 
‘Is in this commercial field. 

e poster has, doubtless, a great 
re before it, and is the fresh 
g phoenix rising from the deca- 
e of the ancient signs and symbols. 
ippincott’s Magazine. 


st,”” or as the 


aurants, too, 


as 


advertise 


the 


> _ 
INVALUABLE ACCOMPLISHMENT 
of the most invaluable accomplish 
in practical life is the art of being 
to reproduce a document 
g of any kind in a condensed form 
y profession or business it is of the 


or piece of 


importance to know how to do his. 

it expertness in it, dispatches and let- 
cannot be abstracted, cases cannot be 
ared for trial, news cannot be summa- 
fora newspaper. Yet expertness in it 
ry rare, solely from lack of early train 
-/he Nation. 

Panel 

ALLED back—The fellow who forgot to 
e the editor’s door.—Answers, 
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THE SMALL ADVERTISEMENTS. 


Possibly no agency in modern life 
exerts a more direct influence upon the 
actual needs of the times than the 
small advertisements. The small ad- 
vertisements tell who have married and 
died. The business chances are given. 
Articles for sale are mentioned. Places 
where you may board your horses or 
where you may buy fine animals at low 
prices are named. The lost and the 
found make a practical contribution, 
which restores property to its owners. 
The educational advertisements are 
guides to parents. The local notes 
cover a multitude of interests, closely 
followed by the personal, which in- 
clude many things. The special no 
tices tell what is going on in lectures 
and meetings and a hundred depart- 
ments. The new firms and dissolu- 
tions are a guide to the changes in 
business. Stockholders’ meetings are 
real news. Religious notices and mis- 
cellaneous notices tell of the very im- 
portant events. The list of unclaimed 
letters is of value to the whole city 
The for sales and for rent and wanted 
to rent, in both city and country, are 
the actual real estate exchanges of the 
State, in which more property is rent- 
ed and sold than in any other way. 
The legal notices, of course, are of large 
ingportance, But, after all, it is in the 
situations wanted, the help wanted, the 
wants in general, the boarding, the 
board wanted, the rooms for rent, and 
all these intimate necessities of the peo 
ple, that a newspaper does an incal- 
culable amount of good. Watch the 
small advertisements. Observe 
they increase. And when you need 
help, use them and find how quickly 
they bring results.—Lancaster (Pa.) 
News, February 10. 

~~? 
ILLUSTRATED EXPRESSION. 


how 


“ BURNING THOUGHTS.” —L1/. 
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THE MODERN DIRECTORY. 


There was a time, in days gone by, when | 

ag did not know, 

When they had wants to satisfy, just where 
they ought to go. 


They could not tell where special needs of 


theirs could be procured, 

And therefore much privation they undoubt- 
edly endured. 

Bnt advertising nowadays puts people quite 
in touch 

With anything the heart desires or covets 
very much. J.C. G, 

+. 


ORAL ADVERTISING IN ENGLAND, 


Before advertisements were written they 
were spoken—talked out to passers-by and 
to assembled groups, on the plan of the town- 
crier. Almost every business known to our 
progenitors was thus advertised, and it was 
a form of publicity which depended as much 
on the speaker for its success as the modern 
ad does upon the preparer of it. Even at 
the present day, in England, where the 
usages of past centuries, however absurd, 
are still honored by observance, retail ad- 
vertising is largely carried on by means of 
criers, who stand outside the stores and de- 
scribe, with more or less lucidity, the bar 
gains to be had within. 

Lung power is considered to be the most 
important factor. The most perguasive elo- 
quence, if unaccompanied by the ability to 
shout in stentorian tones, is of comparatively 
small value. Even an all-round knowledge | 
of the goods described is not regarded as 
essential, provided the “ advertiser’’ can 
out-shout his rival next door, or across the 
street. 

Of course this method is only used by low 
class tradesmen to catch low class people, 
but in London at the present time, in many 
of the main thoroughfares of plebeian dis- 
tricts, this style of advertising is in full 
swing, particularly on Saturday afternoons 
and evenings. Butchers, grocers, clothiers 
and shoemakers are the chief patrons of 
such forms of publicity. A temporary 
stand is erected in front of the store, and, in 
addition to the crier, other attractions are 
introduced to draw the crowd, such as ste 
dancers, comic singers, reciters and musi- 
cians. Every song or “ turn”’ is sandwiched 
in with a vigorous appeal for trade, and in 
cases of close rivalry mutual denunciations 
and recriminations are indulged in by the 
representatives of the competing concerns, 
much to the amusement of the assembled 
crowds. The coarse wit and personal sallies 
of the rival talkers sometimes get fierce | 
enough to make one think that a breach of | ; 
the peace is imminent, but the criers usually 
leave off berating their neighbor’ s goods in| 
order to dilate on “the merits and cheapness of 
their own. 

A good—that is, a loud—talker can com 
mand a whole dollar for his Saturday oven | 
ing’s service, with perhaps a pint or two of 
““Yalf an’ ’alf”” thrown i in, to “ wet his whis- 
tle.” It is certainly cheaper than advertising 
by any use of printers’ ink, but it does not 
draw any people except those who would be 
in that street anyhow, so that the storekeep- 
ers may be said to be practically appealing 
to the same people all the year round. 

Because the method is cheap, it suits a 
cheap business that caters to cheap people, 
but it would be a dead failure, even in Eng- 
land, if tried in more select localities where 
people do not care for oral advertising and 
prefer to deal with respectab.e concerns. | 

Joun C,Granam, | 





RS’ INK, 


| ARRANGED BY STATES. 


cmenemEanie 
Advertisements under this head 50 cents a | 


Must be handed in one week in adva 


MISSOURI. 


( ‘OVERS the field St Joseph HERALD — 8, 
8,000 5., 9,000 w. LA COSTE, New York 


NE 2W 7 ORK. 


3 XGHAMTON LEADER. 














Pp Xenanitos LEADEK, the tea table fay 


]) INGHAMTON LEADEK, leading aft 
paper and the favorite family mediu 
7» INGHAMTON LEADER, the home paper 
» full of live local and general news ; n 
plate, no fake features, but a legitimat 
commanding the confidence of its constitu 
YINGHAMTON LEADER, first-class jx 
# afternoon paper. Most important da 
that city, commanding the respect and 
dence of readers and advertisers alike, | 
home and abroad Average circulation cov 
every issue 1895, Daily, 8,745; Weekly, 6,60 
circulation weekly thian all the other Bing! 
weeklies combined. THE 8. C. BECK\ 
SPECIAL AGENCY, Sole Agts. Foreign A 
tising, New York and Chicago. 


OHIO. 


| T)AYTON MorNina Times, EVENING 
WEEKLY ‘TIMES-NEWws, 14,000 daily, 4 
weekly. LA COSTE, New York. 


TEXAS. 


GALvest: IN TRIBUNE. 


(ALVES JN TRIBUNE, a money winner 


G \ALVESTON TRIBUNE, the most influent 





a ({ ALVESTON TRIBUNE, “prosperous and | 
erful. Leads the afternoon processio! 
G ALVESTON TRIBUNE makes money for 
A self and will make it for you. Thoro i 
b - to date, with ali modern mechanical «; 
live paper for live people. 
ON TRIBUNE, every copy co1 
y circulation larger than any newspa 
in Texas. A dividend-paying medium, ba 
by the brains and capital of the city 
ae fe ESTON TRIBUNE, Daily four pas 
a ekly eight pages, all live peepara 
ers, publi ched| by the Galveston 
add, Pres.; Chas. Fowl r Visewren.; de 
Sealy, Treas. ; Fred Chase, Sec’y and Bus. M 
Clarence Ousley, Editor. 8. C. Beckwith Sp 
Agency, sole agents 


WwW ASHINGTON. 
‘ye a) 2 















GEATIL sE POST-INTELLIGENCER. 
‘ Largest circulation in the State. 





Displayed Advertisements 


50 cents a line; $100 a page ; 25 pi 
extra for specified position—t/ grant 
Must be handed in one week in adva 


STAMPS E FOR COLLECTI 1ONS 
or list » PARKER, Bethleher 
GUARANTEE D Cc Ie ULATIONS.—The cir 
tion of the following papers is guaranteed by 
publishers of the AMERICAN NEWSPAPER DIt 
ORY for 1896, who will PAY A REWARD OF $1'* 
each and every case where it shall be proved t 
the paper was not entitled to the rating acco! 


ILLINOIS. 
EIGHT-HOUR HERALD, Chicago, 17,370 


MAINE 
0. C. ADVERTISER, Norway, Maine (local),? 
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einai i¢ a iatiantinatintas aie 
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‘It's Hard The Courier 
¢to Tell EVANSVILLE, IND., 


whichis the more important— : é 
guarantees a circulation: 


Daily, - - 8,000 
Sunday, - 8,400 . 
Weekly, - 7,100 


This is more than all the 
THREE OTHER English papers 
of Evansville combined can 

show. Our books are open 


ualtty or quantity of circula- 
ion. Lf you advertise in th 


Helena 
(Montana) 


Independent 


uneed not worry about etther. 
h both. As to quantity tt 
orn circulation of 6,400 
6,800 Sunday, 3,500 


me SB F 
™~ 


to prove our claim. 


V. E. SCOTT, 


Eastern Representative, 


H. D. LA COSTE, 
38 Park Row, New York. 


RARARALP AAA 


American Tract Building, N. Y. 
The Advertisers’ Agency,Phila.& Buffalo 
SS Se ee ee 


AEB GE SPOT ES CEB OI NER OFERES CESBGS 


SPVSSVSeesesVsseseseseseseses_se sesese 
wreeeeeceece es ee 
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The Seattle Post-Intelligencer 
Is Not the Whole Thing —’ 


the Northwest, but it is the best advertising proposition in 
he State of Washington, Its field does not include Oregon, 


$s 
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$s CA ASCARI CH 


g 
California, Montana, Wyoming nor the entire territory 


S 


st of the Rockies. 


sDISs 


oO 
Ree 


BUT IT IS READ IN EVERY NOOK AND 
CORNER IN WASHINGTON, 


sv) 
CA 

woe 

ASAS 


«< 


\ large portion of British Columbia and Alaska. It gives 
advertisers double the circulation of any paper in the State. 

In 1896 the PostT-INTELLIGENCER carried more inches of 
paid advertising than any other paper north of San Francisco on 
the Pacific Coast. 
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Seattle Post-Intelligencer. 
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\. FRANK RICHARDSON. ....Eastern Representative 
& F. WEStUN..-< In Charge of Advertising 
JAMES D. HOGE, Jr..................Business Manager SXe 
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“«New England's Family Paper 
oo HE.. 











: - THE... 
MORNING NEWS p 
artlan Transcript 
Is the only morning 
paper in Delaware. ge thors; Snead 
( 
’ | 
Published in Wilmington. hee 23 Al2. | 
o scthn tne th Wading deste 5 





them live in New England. 





72,000 
POPULATION. 
ad 


Does it need any bet- 
ter recommendation ? 


Draw Your Own Conclusions. 
Will it pay you to advertise in a} 
f literary merit, the favorite of 


New England households? ) 


The Cost is Moderate. 


A 4-inch ad costs $163.80 for six mor 
The same ad next pure reading 


costs $180.18, Why not write 


TRANSCRIPT CO. } 
Portland, Maine. ( 















THE NEWS PUBLISHING CO. 
WILMINGTON, DEL. 


EE + 
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There is 


usually a little 
doubt about the 
efficiency of a 
paper. There 
is none when 
you use 


THERICHMOND STATE 


It reaches the 

largest proportion of 

the buying public of 

any afternoon paper 

in 

Virginia 

H. D. LA COSTE, 38 Park Row 
New York City 


Written and designed by The Advertisers’ Agency, Philadelphia and Buffalo. 



































be “New Model” 


TIMES UNION A rapid, simple, con- 


wee N. hall 7 venient Stereotype Web Press. 
JOHN H. FARRELL The ‘ Multipress.” 
+ EDITOR AND 
\ PROPRIETOR. 


~~, 


A rapid, simple, con- 
venient Flat Bed Web, printing 
a a from Type Forms. 


ae The * Century.” 


P ™ " : 
\ The fastest, simplest, 


best advertising most efficient Cylinder on the 
‘ j varket. 
medium in Albany cag 
BECAUSE No modern office is complete with- 
it has a larger PAID out one or more of these presses 
j ion than all / inti 
circulation than a Campbell Printing 


other Albany dail- Press & Mfg Co 
ies combined 





6 Madison Avenue, New York 
334 Dearborn Street, Chicago 


TWO PAPERS 
THAT PAY 


THE 


WILLIAMSPORT GAZETTE 


AND 


BULLETIN 
6,000 Daily 4,000 Weekly 


THE 


ST. JOSEPH HERALD 


8,000 Daily and Sunday 9,000 Weekly 


H. D. LA COSTE 
38 Park Row New York 


itten and designed by The Advertisers’ Agency, Philadelphia and Buffalo. 
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es we THE ... 
Pay.:4- | 
oe ARGUS 


° | DAILY, 
Evening SUNDAY, 
SEMI-WEEKLY, 


Journal , 


circulation in six months, an 
OF JERSEY CITY, N. J., hi alc alice ste 
; If you have a friend in Al 
Was a daily a 1 Soe bany, write to him and 
to no less than him to tell you which is the 
ope best newspaper published 
2<¢ . ; 
15,035 Families his city andthen asample coy 
, will tell you a great deal. 
in the wealthy suburban fopula- , ; 


tion of Hudson County | Free on application. 
The MEDIUM that reaches 
15,035 families must pay 

advertisers. e 


THE ARGUS CO., 
Albany, N. Y. 








YOU can get profitable returns —-—-*- 
——_ from advertising in the 


Oit City Derrick 


WHY? Because it has been proven by 
many advertisers during the past twenty-five 
years that the Derrick stands first in charac- 
ter and influence with its readers. No objec- 
tionable advertisements accepted. 

THE DERRICK PUBLISHING Co. 
W. E. SCOTT, ina, 

Eastern Representative, er 

American Tract Building, N. Y. 
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Lane’s List 
For May 


Circulation. ‘' ™ 


Six Hundred and Thirty Thousand (030,000) Copies, 


=. 


< 
— 


am 


: 


Every cop roing t a 


5 


~ 
=m 


$3 a 
Rates, 
Just as good positions a s give request 
a condition) wit 


Closes. e last { su Thursday, 


On ww A NN 


i. 
b 
rT 
2 
| 
5 


: s 


- 
4 


Cash Rate. 

edition, I will allow 5 per cent 
to direct a tisers or 6 per cent disc t to Advertising Age 
Provided Only, that Cash accompanies the order. 


Finis. 


WALTER D. STINSON, 
Augusta, Maine. 
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It is because 
its readers are of the well- 
to-do class that the 


Philadelphia 
Press 


is the most profitable medium 
for advertisers in the State 
of Pennsylvania. « w 


& 


The Press is 


the greatest 
want medium 


in Philadelphia. 


x 


Largest two-cent Circulation. 
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AFAAMERICAN. =" 
AAGRICULTURIST_ 


THREE EDITIONS. 


aa 








gi 


Look Through 


The pages of the American Agriculturist weekly any 
time and you will find there the advertisements of 
largest and shrewdest advertisers of the country 
advertisers who, by experience, Know a good me- 
dium when they see it and Know the worth of it for 
their business. 


This Great Weekly 


Covers the entire country and with it advertisers 
Pie | * s 
are able to reach any particular section they desire. 


eee 


The Total Circulation is 


105,000 Each Week, 


American Agriculturist, 72,000; 
DIVIDED AS FOLLOWS: Orange Judd Farmer, 57,0v0; 
New England Homestead, 36,000. 





SBP 


Rates are no higher than you would expec 
medium like this and results are sure. Your in 
terests are unprotected if you are not using 


one or more editions of this combination. 


Orange Judd Company, 


NEW YORK, CHICAGO, SPRINGFIELD, MASS., 
52 Lafayette Place. Marquette Building, 2 rthington Street 
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HIS LIFE STUDY. 


Probably no man in the 
United States is better in- 
formed about newspapers 


than Mr. Rowell. News- 


paper work has been his 
life study. 


—Brooklyn Eagle, March 24, 1897. 


a 


With its surpassing excellence thus 
admitted on all sides, 


THE EVENING POST 


goes further, telling exactly how many 
copies are printed. In consequence 
of its character and known great issue, 
as shown, the advertising public cheer- 
fully pay THE EVENING POST 
the price it asks for advertising. 


Mr. Rowell, in “Printers’ Ink,” 
April 7, 1897. 
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Sad -- Sd = 


Buys and sumes one-half of the 


Manutastesed Pre nducts of the Cou ¢ 
wi aoe trade is most desirableto % 
id y« a can have it by us sing the 
/ leans al 


“FARM AND HOME. 


Circulation of 250,000 Copies Guaranteed Each Issue. 


\ Practical Paper for a Practical Farmer. Write us for Rates. 
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Che Phelps Publishing at 


SPRINGFIELD, MASS., CHICAGO, ILL., Y 


27 Worthington St. 04 Dearbor 
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The Detroit @ @ 





ree 
ress 


Pd 
| Ir 


© ONT OU WN 


Circula- 14 
tion 16 
for 18 
March, | 3: 
$897, | 23 





|Total--- 9 
Average - 


STATE OF MICHIGAN, | 
County or Wayne, § 


I, H. W. Quinsy, Treasurer of THe Detrorr Free Press, do soler 
swear that the foregoing is a true statement of the « i 
Free Press for the month of March, 1897. 


DAILY 


y7O1 
676 


~~ 


muouui 


O17 


2 nw W Ww 


Y 


30, 103 


30,000 
36,131 


306,042 


56,4 36 


39.534 


SUNDAY | * 


$0,662 


$9,925 


culation 


H. W. 


99,726 
99.7 

I 

I Bi 
I0o,! 
Ic 5 
100,00 
I 5 
100.7 
go2, 3° 


f TH D 
QUINBY 


Subscribed and sworn to before me this sth day of April, 1897 
t | 


C. W. LOKIE, Notary Public, Wayne County, 


NEW YORK OFFICE: R. A. CRAIG, Manager, 41 TIMES BUILDING. 


WICE-A- 
WEEK 
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“Holler With The Crowd” 


was what the genial Mr. Pecksniff 
said. If you want to HOLLER 
TO THE CROWD in and about 


Chicago, you must holler through 


The Chicago Dispatch 


By JOSEPH R. DUNLOP. 


It reaches the masses and_ brings 
big returns to advertisers. The 
plain people—the money spenders 


read it and patronize the advertisers. 


Circulation Over 115,000 Copies Daily. 


FHFIFS 


The Weekly Dispatch 


Covers nearly all of the Southern, 
Middle and Northwestern States. 


The great silver paper. 
Circulation 50,000 Copies. 
FIFI TS 


EASTERN OFFICE: HOME OFFICE: 
517 Temple Court, 115-117 Fifth Avenue, 
NEW YORK. CHICAGO. 
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Q Largest circulation of any 


Silt sire®@ 


: 

paper in Kansas and N 
Oklahoma. : 
* 


The 7 
hita Daily Eagle 


_ 
Established 1872. 


Published for the people § 


of Kansas and Oklahoma. 
No daily journal in the 


oS = 


Wi 


United States covers its 


territory more thoroughly 


-. - - - =~ = s + . ss SS ST eS SS SS SS SS ON wa wee Ss Lh... 
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S and satisfactorily than 


S THE EAGLE. 


R. P. MURDOCK, Bus. Mgr. 
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Tribune Building, N. Y. The Rookery, Chicago. 
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A Winning Way 
With Women 


That's the secret of much success. 
WomManKIND has it. Since January 1 more 
than 35,000 annual subscriptions have 
been entered upon WoMANKIND's books. 
(Books open to all advertisers). That 
means something. It proves that Woman- 
KIND pleases and ** papers that please, 


pay.” 


Our rates were low then. They have not 
been advanced. Not yet. It’s still 20 cents 
per agate line. In justice to ourselves we 
will have to advance them soon. In the 


meantime our advertisers get double 


( 
( 
( 
( 
( 
( 
( 
( 
( 
| 
( 
( 
( 
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service for their money. The circulation 
grows every day. It’s a good kind, too, 
and every month our advertisers are better 


pleased. 


THE HOSTERMAN 


PUBLISHING CO., 1227 nmin Sine = ciety Bldg 
Springfield, Ohio. so Hampshire Block 
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CHARLES J. ZINGG. 


FARMINGTON, MAINE. 





d April 15th, 97. 
Printers Ink Johnson, 
New York. 

Dear Sir:- ] have had some conversation about your inks wi 
different printers, they all were prejudiced against tnem. One 
thing struck me forcibly however: not one of those ever had used 

the inks. The Phillips Phonograph issued in March a special 
sporting edition which was distributed at the sportsmen’s exhi- 
bition in New York last March. This number was printed on ordinary 
newspaper and called forth complimentary editorial notices all 
over New England for the finely printed half-tones it contained 
“ji profuse number.n Editor Brackett told me the other day that 
every was printed with your ordinary news ink. I thought 


this might possibly interest you. 
4) Yours truly, 


(foo 
AX Vreeks. nf 








Four-Cent Inks 
for Half-tones 








" ll 5 ae ree $20. 
I sell 500 pound ere . | Cash 
100 BRT a loc cara laminate aia wiaee 5.00 | with 
‘ “ i Order 
ae MF Backes sede geesee 2.9 
: Alwa 
25 wT int aime CHEWED Oo 94 1.50 


Send cash for trial order; or send for my price list. 
Address 
PRINTERS INK JONSON, 
8 Spruce St., New YORK. 
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I wish I could get hold of some- 
thing that would help this dis- 
tress I feel after eating. 

I think I have here the very thing 
you want. I keep a supply for 
my own use and for just such 
Cases aS yours 

What is it ? 

A Ripans Tabule. Swallow it 
with a mouthful of water, or 


without if you can. 


Next morning the Broker reported himself as unde 


nly had he got relief himself, but a 


is supply bought at the corner drug store, had suffered f 


same sort and in his case a'so it was found that ONE GIV 


| br Ker > Ww om he Cc hib 


rom troubl 
2S RELI 


rother 
e of 
EF 
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WANTED 
AN EDUCATION ror 


BOYS and GIRLS. 


Schools, Academies, Colleges and 


TUS 


GK 


TOTES, 


¥2 


Universities can reach intelligent 


Q 
4 


people of means in the Great South- 


TASS 
PETRIE 


west by advertising their advan- 


aS; 
+ 


tages in 


FE 
= 


~ St. Lente Star 


The Leading High-Class News- 





FERS 


2X 


paper of this section. 


RS 


ue 


Your PROSPECTUS 


when published in its columns 


~ 
wow, 
AW 


; 


aS) 
wy 


will bring PROSPERITY. 


br 


For Rates, Ask ‘£4 E | K E a” 


148 Tribune Building, New York City 
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The Principal 
Railroad Lines 


of America advertise in 
our Street Cars and have 
done so for years—that it 
pays them is self-evident. 


o% 
Write for our general 
folder and rates. 
ut 


GEORGE KISSAM & CO, 
253 Broadway, New York. 
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A great many people think that the 
only kind of colored cards they can 
get are lithographed cards, and as 
lithographing is comparatively ex- 
pensive, when only a small run is 
made, they stick to black and white, 
or, at the best, to two or three solid 
colors in type. 

This is a great mistake. The possi- 
bilities of the printing press are far 
greater than is generally supposed. 

They are, perhaps, not fully known 
even by printers themselves, for the 
technique of illustrating and engraving 
enters largely into the question, and 
printers are often too much occupied 
in looking after the half cent of profit 
than in experimenting with new pro- 
cesses, new combinations, etc. 

Much must be left to the artist and 
to the engraver, but if the artist is not 
well up in his art and in the applica- 
tion of it, you will have the 
trouble as with the printer. 


same 


Printing is not so expensive as litho- 
graphing, but to get the best results 
from it, you must go to an artist, en- 
graver or printer who makes a specialty 
of color combinations. Put yourself 
in his hands. Don’t expect to get the 
work for nothing. Paya reasonable 
price ; you will get something striking 
and attractive, and it won’t cost you as 
much as the same effect in lithography. 

One has only to look at some of the 
artistic catalogues that have been 
brought out in the last few years to 
realize that a great stride has been 
made in advance in engraving and 
other processes allied to the printing 
press. Not very long ago it was con- 
sidered the only proper thing for a fine 
catalogue to have a lithographed cover; 
but nowadays lithographed covers are 
not nearly so common, because so ex- 
pensive, as compared with the beauti- 
ful covers that may be produced on the 
printing press. 
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Here is a very handsome car 
out by the Che sape ake & Ohio 1 
one of the most artistic railroad 
I have seen for some time. It 
written, too, and makes a very 


card indeed. If only all railr 
would put out such well-prepar¢ 
artistic matter and advertise « 
ously in the street cars, I think 
would be less complaint about 
earnings. 


NUTE 
LIMITED 


FEV. 


AND ST} 
NEW ENGLAND RESORT 


AHRIVES IN DAY EOGHT 





One trouble is that the railroad 
not try to educate the people 
pleasure of travel. It is not er 
to say, rhe Chesapeake & O 
the best line for such and s 
point.” It would be better to 
‘““You can get rest, 
pleasure 
a place. The best way to reacl 
by the Che sape ake & Ohio.” T! 
the rough idea. 

Some railroads do this, but 
enough. Resort advertising is 
kind that pays. But I 
than resort 


recreation 


or business is good ins 


mean 
advertising. I mean 
people should be taught that tr 
is good in itself. Anywhere is 
than nowhere. Any journey b¢ 
than continual vegetation. The 
ing stone may gather no moss, | 
diamond must be polished to gai! 
full value. 

Hundreds of thousands of Pe 
stay at home year in and year ot 
cause traveling is a nuisance, is 
pensive ; because they are fond 
their homes. But travel is educati 
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a mind widens the 
us a step 


evolution 


opener. It 
standing. It brings 
“os our journey of 
he pertect being 

yt hig! fal 
who don't tr 
it contains the germ 


in 


i 


too uti for 


the 


ive 


Perhaps. 


a read this will 


be 


h those 
and which 
tie though 
rtising for the 
what new plan. 
little out of 
the card 
iilton & Dayton 
avelon. Very ni 
A ve ry good 
and general 
ideas in 


may ada 


public 


1S 
people 
vertising 
} issenger 
the combinat 
unt to something. 





CLIFTON, AVONDALE, 
WALNUT HILLS 
sine of the C. 1. & D. Ry to and from 
Chicago, Detroit, Toledo. 
St Louis, Indianapolis, Dayton. 


Stag ot Winton Pree to a. 





Keokith 
Springfield, | 


Decatur 
Hannibal, 


extents of the (tt Tope 


©. G EDWARDS. 








idea is good Its value depends, 
mn how it is carried If 


, the 


ever, 


out 
one card is run for too long 
red of it. They 
nly point reache 
X« Qu 
a good pli 
kin Is « 


ach 


le will get 
‘*Ts that the 
Chicago, Burlington 
uuld think it would be 
ive 


ti 
Incy 


two dozen or 
s printed on this plan, « 
ming a different point, 
he whole series at once in differ- 
ars, changing them in 
a fixed rotation shown by n 
m the cards In this way a |: 
of different places might 
day’s rid ng 


more 
card 
and start 


accordance 
m- 
urge 
meet 
ime in one 
cars, which would 
pression on him to the 
eteness of the great 

this sort of chang ring 
1 more than the ordinary plan of 


man’s eye 
street make 
as size an 
m,' ’ route. 
purse is 
iging all the cards once a month or 
But if the contract were large 
gh, perhaps it would not cost ex- 
and at any rate it would be worth 
ey to the Chicago, Burlington & 
icy Railroad Company 

1, this sort of advertising will 
r all the ground. It’s g 
but more is needed to meet 
le competition of rivals who app 
every prejudice, tion and 
rious habit in human nature to get 
| of the traveling public. 


not 
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the 


ood in 


al 
convik 


63 


The card is a good one, and evi- 
dences the interest the road takes in 
the comfort and convenience of 
patrons. 

Nothing can be “r tl 
Once get the | 


can, 


Its 


this 
you 


an 

eop! to bell a 
oO ulless 

corpora 

making money 
them 


hand, 


once get 
the glad 
of its patrons, 
to make tl 
save 


I say, 


as 
one 
wm Con 
them trouble 


and 


you 


own are 


They 


the 


rou 
are 


1 
IK¢ 


ey 
Th 
atements need 


the reinf 


gy. reement 
go, and yet subtle 


| ugh to make 


el 
a man feel interested, and try to think 
ment out for himself, it will 


successfu 


ILUNOIS <> CENTRAL 


Sennett FROm CHRCINAAT! TS 


Biovrs-eor 


FREE RECLINING CHAIR CAR T""423 VINE, 


PULLMAN SLEEPING CARS 
] 
railroad card, 


tor this wee 


more 








One 
am throu 
of the 
of the 


grea 
‘ 


more and then | 
gh k. It is 
Illinois Central Rai 


regular ré 


one 
ud. One 
might be 
tly improved ;_ but | oO 
d that the cle 
to the point. 


uilroad style ; 
} 

| far 
ar 


goo lettering 
and 
Nott It was impossible to illustrate the 
C. B. & Q. card, by reason of the lors not 
being adapted to reproduction either by half- 
tone or line drawing 
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PRINTERS’ INK. 


THERE IS NO MISTAKE 
ABOUT I 


The best advertising medium 
is THE DAILY PAPER. The 
best advertisement is the one that 
tells what you want to say in the 
fewest and _ plainest words. So 
word your advertisement that it 
will be understood. So display it 
that it will catch the eye. Insert 
it in the best daily paper—mind 
you—THE BEST. If the adver- 
tisement is as good as it should be 
and the display is as good as it can 
be, one insertion ought to do the 
business. To do more business 
prepare a new advertisement. For 


further advice, address 


ae eee idorotaniyra Ca 


10 Spruce Street, New York. 
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